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CITY OF LODl 

INFORMAL INFORMATIONAL MEETING 
"SHIRTSLEEVE" SESSION 

2545 WEST TURNER ROAD, LODl 
TUESDAY, APRIL 25,2000 

LODI CONFERENCE a VISITORS BUREAU 

An Informal Informational Meeting ("Shirtsleeve" Session) of the Lodi City Council was held Tuesday, 
April 25, 2000 commencing at 7:OO a.m. 

ROLL CALL 

Present: 

Absent: Council Members - None 

Council Members - Hitchcock, Land, Nakanishi. Pennino and Mann (Mayor) 

Also Present: City Manager Flynn, Deputy City Manager Keeter, Administrative Assistant to the City 
Manager Hamilton, Library Services Director Martinez, Community Center Director 
Lange, City Attorney Hays and Interim City Clerk Taylor 

Also present was a representative from The Record. 

TOPIUS) 

1, Discover Lodi! Hands on tour of the new Lodi Conference and Visitors' Bureau (LCVB) 

ADJOURNMENT 

No action was taken by the City Council. The meeting was adjourned at approximately 8:20 a.m. 

, -  

ATTEST: 

I . .  : 



C O N F E R E N C E  & 
V I S I T O R S  B U R E A U  

Lodi Citg Council - Shirtsleeves Session 
April 25,2000 



zs of contents Discover Lodi! Outreach Partners 

Lodi CVB Current Budget 

Lodi CVB Proposed Budget 

Expanded Program Detail 

Discover Lodi! Wine & Visitor Center 

Lodi CVB Partnership Program 

Programs & Projects 

Outreach t? Awareness Building 

Community Involvement 

Community Events 

Industry Relations & Involvement 

Wine Tourism 

Ag & Eco Tourism 

Travel & Lifestyle Trends 

Impacts of Tourism on a Community 



Winegrape 
Total Effort LWWC/LCVS LWWC Growers Wineries Ag. Industry Federal Grant Cat Poly State City of Lodi LCVBPartners 

$i,585,000.00 $75,000.00 $785,000.00 $1 00,000.00 $200,000.00 $1 50,000.00 $60,000.00 $60,000.00 $1 30,000.00 $25,000.0C 

LCVBPartners City of Lodi 

a% 1 1 2% 
Cal ~ o ~ y s t a t e  \ I I \A /  

Federal Grant 
4 % 

L V  v 
'4- 

Wineries 
13% 

Winegrape Growers 
6 '/o 

WC/LCVB 
5% 

LWWC 
49% 

0 LWWC/LCVB 
4 LWWC 
0 Winegrape Grc Ners 
0 Wineries 
mAg. Industry 
0 Federal Grant 
mCal Poly State 
0 City of Lodi 
I LCVBPartners 

* projected 
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Lodi Conference Visitors Bureau 
Expanclccl I’rograms and Shared Costs 

Wi I 1 c CJ ra p c c o ni ii . 
Program 

C ornrnu r i  i ty Con c i e rgc 

Lodi Wiric Trail 

Marketing Campaign 

AdvcrtisinglOutrcach 

Proyraiii Total Part ncrslO t hers 

Partner Total 

Lodi CVB 

- .  $1 9,000.00 

$6,000.00 

$7,000.00 

$38,000.00 

. .  
Lodi CVB 

$70,000.00 

$7,500.0C - 

$2,500.00 

$35,038.00 

LWWC cash & inkind 
$45,038.00 

$10,500.00 

$7,500.00 

$16,300.00 

Partners cash & inkind 
$34,300.00 

Expanded Program Partners & Cost Share 
Partners cash & inkind 

ULodi CVB 

I 

$37,000.0 

$16,000.0 

$23,300.0 

$73,038.0 

$1 4!J,338.01 

j 

FE3LWWC cash & inkind ~ 

0 Partners cash & inkind I 
I 

LWWC cash & inkind ,/ 
30% 



Lodi Conference & Visitors Bureau 

Expanded Program 2000-2001 

Please see attached program details for each component. 

I .  Community Concierge 
Total Invest men t 5 3 7,000 

Lodi CVB $ 1  9,000 
Winegrape Comm. $7,500 
Part n e rs/O t h er $10,500 

2. Lodi Wine Trail 

Total Investment S 16,000 
Lodi CVB $6,000 
Partn e rs/O t her $10,000 

3. “Lo& ... l i fe the w a y  it should be.” Marketing Campaign 
I Total Invest men t $23,300 

Lodi CVB $7,000 
Partn ers/O t her 94,650 
Economic Dev. S 1 1,650 

3.  Advertising Outreach Campaign 

Total investment 573,038 0 

Lodi CVB $38,000 
Winegrape Comm. $35,038 

Total ProTram Investment $1 49,338 
Part n e rs/O t h e r i n vest rn en t S ha re 
Lodi CVB Expanded Program Request 

$79,338 (53% of total program) 
$70,000 (47% of total program) 





Program 2. 

The tod i  Wine Trail program wi l l  serve as both an image enhancement tool and 
general visitor directional signage. Rather than a specific route, the Wine Trail wi l l  
serve to  identify and direct visitors to  local wine tasting rooms and wineries. It 
wi l l  also be a subtle reminder of the beauty and scenic value of the Lodi area, 
which includes vineyards, but also features orchards, rivers, rural farming 
communities, and nature areas and habitat. 

Collateral marketing materials in the form of an appealing and usable map 
brochure will provide an overview of the entire Lodi and Wine Trail area. Points 
of interest (such as Lodi Lake, Downtown, and the SJ Historical Museum) will be 
noted on the map. The map brochure wil l  be available at the Discover Lodi! Wine 
& Visitor Center, local wineries, Chamber of Commerce, as well as area 
attractions and businesses. 

The Lodi CVB i s  coordinating with the San Joaquin County Department of Public 
Works on installation, and Wine Trail signs wi l l  be placed throughout the 
countryside of Lodi. In addition, Lodi service clubs are being approached to 
provide partial installation labor where feasible. The Lodi CVB wi l l  coordinate 
wi th the City of Lo& Public Works Department to provide supplementary city 
directional signage throughout the city, where appropriate, that wi l l  continue to  
guide travelers. 

L 

Costs outlined are for 5 0  signs 
Signs - including design/art and manufacturing 
Labor - estimated at $100 each, including pressure treated post 
Map Brochure - art design and printing ' 

Total Initial Investment 

$5000 
$SO00 
$6,000 

$1 6,000 

Cost Share: 
LCVB $6,000 
Lodi Winery Association $2,500 (half of sign cost) 
Lodi Sunrise Rotary $5,0 0 0 (estimated in-kind labor/insta//ation) 
Potential Marketing Sponsor $2,500 (for brochure map) 





Program 4. 

It is imperat ive tha t  Lodi develops and implements a strategic advertising 
campaign in recognized major travel publications. As w e  al l  know, advertising 
investment very often leads to high value editorial; publishers are happy to 
support advertisers. Lodi has a story t o  tell, with a w ide  variety of high quality, 
excit ing and  diverse programs and attractions to offer. We need to  tell that story. 

Currently there  i s  little, if any knowledge, of Lodi outside our immediate 
geographical reach, Results of a recent regional market study indicate that a 
major i ty of respondents had minimal knowledge of Lodi, as well as a n  impression 
of Lodi was not all together positive. W e  need to expand our outreach into target 
markets and we must work  to ensure that our investments in the community are 
prof i table and beneficial. Attract ing visitors is one way to ensure this. We must 
continue to position Lodi as a destination for this to happen. . 

BASIC ADVERTISING STRATEGY - YEAR ONE 
California Visitors Guide 
% page (full year) 
Published annually by the CA Division of Tourism. 485,000 distribution. Reaches over 1.9 
million inbound travelers. includes reader response on postcard and a toll free request 
number. Each month, the division mails a list and labels of interested visitors based on 
responses. Ad rate includes enhanced listing in regional section of guide and a hyperlink 
from the CX Division of Tourism Lt'ebsite. Full year publication. For the 2000 Guide, the 
LCVB participated in 113 o f  a 1/3 page ad co-op with the Stockton CVB. Since the guide's 
release in February, the LCVB ha5 received close to 150 requests for Lodi information from 
potential visitors around the state, country and globe. We would like to expand upon lodi's 
presence in the guide for the 2007 year. 

$1 5 , 500 

' 

Sunset 

5" reader response ad @ 12x 
Sunset has a circulation of 1,326,274 in the Western U.S. and of that, 759,000 are 
California subscribers. Other U.S. circulation i s  1 13,575 
Sunset i s  the premier publication for travel, lifestyle, food and culture for the Western 
United States. 7896 of Sunset subscribers traveled to Northern California between 1994 and 
1997. Average annual household income of readers is  $8 1,900. The reader response 
advertising program (readers circle a number on a postcard insert and send to Sunset) 
includes a l i s t  of interested travelers and mailing labels sent to the LCVB each month. For 
example: Ironstone Vineyards has begun advertising in Sunset's Reader Response section 
and receive, on the average, 1000 requests/labels per month from interested visitors. An 
advantage to this program i s  that travelers have already been pre-qualified as interested in 
the destination and desire more information about it. Because of this pre-qualified 
component, this type of a program leads to a very cost efficient use of materials and 
postage. 

$20,630 

, 



Program 4, continued .... 

VIA Magazine (AAA) 
Wine Country section @ 6x  
VIA’S circulation is 2.6 mill ion with an estimated readership of 5 million. 
The Wine Country section means prime placement in every issue and includes a listing in 
VIA’S Reader Response section, in which readers circle numbers corresponding to 
destinations they Lvould like to receive more information about. Each month, VIA will send 
the LCVB a l i s t  of those interested in visiting Lodi, along with mailing labels. As stated 
above (in Sunset information) this results in a pre-qualified list of interested visitors and a 
good use of materials and postage. Reader response lists also become the basis for future 
mailing t ists for events, special promotions and so on. 43% of readers are age 35-53, with 
an average household income of $75,000. More than 2 mil l ion drink domestic wines and 
are frequent, educated travelers. VIA publishes an extensive calendar of events and i s  
widely utilized by readers for travel planning and travel decisions. 

$23,898 

Lodi Website 
Total Design and creation 
The Lodi Website must sen’e as both an invitation to visit Lodi and provide travel planning 
assistance. The current Website tvill be designed to serve as both an online visitors guide 
and the foundation for the neLv Community Concierge program. The design firm contracted 
to design all wine and visitor center exhibits wi l l  also be creating the it’ebsites for the Lodi 
Conference & Visitors Bureau, the \Vinegrape Commission and the Discover Lodi! \Vine & 
Visitors Center, which will result in a consistent and integrated web presence for Lodi. The 
Website Lvill have tremendous impact as a site on the Wor ld  \Vide iYeb, and also serve as 
the information source for the touch screen kiosk program. Future plans include utilizing 
the Website to make reservations for rooms, sho~vs and dining. 

$1 3,000 

, 

A recent conference speaker shared information about travel and the Internet: 32% of the 
population has Internet access at home and 55’h at work. 35’1’0 used the Internet for travel 
planning and information and this will steeply increase in  the next 3 years. People are also 
seeking out destinations that are different and “untouched.” Lodi is in a prime position to 
take advantage of this growing interest in new travel, and the web as a tool for marketing. 

Website creation, content and design: $1 0,000 
To include virtuaI tour footage, 360-degree digital photography o f  major attractions and 
conference sites, audio files, auto-responder and e-mail capabilities, links to Lodi 
community and businesses, expanded search engine registration. 

Maintenance and update costs annually: $3,000 
Domain name, search engines and content. 

Total Advertising Outreach Investment 

Cost Share: 
Win eg rape Co m m iss i o n 
Lodi CVB 

$73,038 

$35,038 
$38,000 
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April 25, 2000 LODI *WO ODBRID GE 
V,' I N E C R .t P E C 0 SI SI I5 5 I0 N 

Dear Lodi City Council Members, 

Since I991 the Lodi-Woodbridge Winegrape Commission has proudly served the 
interests of its 650 winegrower constituents. With the grower's vision, effort and 
financial support the commission has developed innovative programs in regional 
marketing and grower education. It has also created an award-winning integrated pest 
management program that is  known nationwide. In addition the commission is pleased 
to have become partners with the City of Lodi in operating the Lodi Conference and 
Visitor Bureau, whose goal is  to increase tourism through regional marketing efforts. 

Lodi growers are successfully making Lodi more prominent in the world of wine. Over 
the last decade local acreage has increased from 45,000 to 75,000 acres of premium 
winegrapes. The crop value has incrsased from $75 million in 1991 to $242 million in 
1999. The number of wineries design=liing Lodi on the  label has expanded dramatically. 
The commission has grown in scope 2nd influence, and i ts grower-leaders now seek to 
serve the local economy in an e v m  mare significant mannx.  

I ,  

In September 200C the  winsgrape ccnrnission will celebrak the opening of the 
"Discover Lodi! Wine and Visitor C e n l d  - 2 s!unning new tourism venue to highlight the 
Lodi region and its zbundance of visitor-related sights and activities. The center will be 
primarily supported by grower assissments. however a broad base of financial support 
has been generated from community 2nd industry sources to shoulder the $1.5 million 
establishment costs. 

Ov3r 2000 s q u x e  feet of space at ?I? new center will be dwoted to exhibits and 
interactive displays, exploring t h e  nz.tiire of one of the state's most famous food 
products, wine. Since winetasting rooms ha*:? proven to bz an effective economic 
development tool, a major focus of t i v  center will be consumer wine education. The 
ivinzgrape commission has partnerzd with leading international wine experts to create a 
first class wine and food program tha: will bz offered on site, and vlill be cooperating 
with ail local wineries to inzrease visitorship in their tasting rooms. 
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Discover Lodi! Wine & Visitor Center 
ExhibitdDispIays 

LVinerv Hot Line & Communitv Corner 
This inviting and dynamic area wil l contain comprehensive and current visitor 
information. Visually appealing and interactive, the area will encompass a bVinery 
Hotline, where visitors can place calls to local wineries directly to set up 
appointments and  more. The Community Corner wi l l  feature a Virtual Concierge 
Lvhich iv i l i  direct visitors to the \vide variety of dining, shopping and lodging 
choices in Lodi, as well as LIP to the minute information on local and regional 
events, attractions and activities. Craving Mexican food? Interested in the upcoming 
concert at Hutchins Street Square? Searching for a unique antique? Ask the 
Concierge! A scale version of a DoLvntown Lodi Kiosk and a Conimunity Concierge 
program - util izing enthusiastic Lodi citizens as volunteers - wil l complement this 
special feat LI re. 

Topozraphical M a p  & Virtual Lodi Tour 
Shoiitcajing Lodi's unique geosraphicz! position in Calir'ornia is a stunning 
Topographical htap that illustra:ej the unique climaiic attributes that separate Lodi 
as i! pr3mium Lvinegrowing region in the state of California. Nestlecl in the exhibit 
i s  an  interactive Ltirtual tour of Lodi thzt takes travelers on a journey of discoL.ery 
th:a:igh the vineyards and \vineries O F  this historic iirinegroiving district. Music, 
s igh ; ,  and socincf drive the excitemeni a j  the tour Llnioldj itself' to the traveler. See a 
vineyard blossom in the spring, take 2 panoramic journey throush the cellar of one 
Locli's boutique \i;ineries, Lvatch the prxision of a mechanical harvester navigating a 
i.inq,a.rcf. Join CIS for the Journey! 

p ,  , 

V ine  & Soil Exhibit 
Go cfo1.L.n u n d e r  as yoci explore the cjiiierent soils ot'the Lodi region. Learn how soil 
pia;.,s i! critical role in the quality or il:ine. See ho1.i. the roots reach into the earth 
ancl extract key  nutr ients  and Itfate:. Tnis four-sided plexiglass exhibit Lvill profile 
four diiferent soil types in the Lodi r?.gion, and illustra:e their value in producing 
quality Locli \vines.  



Historical Exhibit 
Sipping our hat to history, this exhibit will feature the people, ideas, innovations 
and events that have shaped the modern day Lodi. Rotating periodically, the exhibit 
wi l l  allow us to work cooperatively with loca! historical resources and organizations 
to reco~int  the rich stories of our region's most valuable industry and connect the 
past to the present. 

Virtual CVi nemaker  
So you \\*ant to be a winemaker? Step up to this interactive display and try out your 
skil ls at grape growing and LLcinemaking. Using Lodi winegrapes, what are the 
different varieties of grapes you could grov.,? LVil l you age the wine in French or 
American Oak barrels? Lt'hat will you charge per bottle for the fruits of your labors? 
LVill the wine critics love your creation or not? Based on the latest developments in 
wine education by l,t'ineQuest, Inc., this 1t.inei-y simulation game wil l  provide an 
exciting interactive exhibit that wi l l  be both entertaining and educational. 

' ,  OAK FER,f\€NTATIOS TANK 
' 

A large upright oak fermentation tank, split doL\*n the middle and separated by a 6- 
foot walhvay wi l l  proLiide the backsround to tell the story of grapes and Lvine. 

lPICt Exhibit 
Explore the pioneerins efiorts being mads by Lodi groL\:ers at sustainable farming 
practices. Go inside an O L L ' I  box, learn the value or cover crops, drip irrigation, and 
natural enemies. See ho\,v Lodi groj.vers are usins these strategies and other3 as the), 
strive to do the right thing in the risht L V ~ ) ' -  

A Year in  the  Vineyard 
On this inside half of the oak tank take a journey throush the season in the 
vineyard. From bucibreak to har\-,ejt,'explore the sezsonal lifecycle of a vine, 
Ltnitness the multitude of decisions grou*ers make as they cultivate the vine, see that 
LL,ine gro'.\: from ground to glass as )'ou explore t h e  seasonal journey of your favorite 
grape. 



Lez Sunday, J;L11lla1y 2 3 ,  2000 

Question: Do you think the 
new lsdi Wine & Visitors Center 
w i l l  become a tourist attraction? Asked at Woodlakc Plaza in Lod~. 

"Yes, I Uiink it will. 
1"s a great place, 
and lhcy liavc good 
lood, loo." 

Pat Novinger, 41, 
utility district 

opcrator, Lodi 

"It will lake time lo 
gct lo [hat point. 
Tlicy Iiave alrcady 
cslablishod a prclly 
good prcscncc; if 
will ccrlainly give 
them more lo ofler 
llic cornrnunily" 

Greg Smith, 49, 
consultant, Lodi 

lliiiik so. I1 has a 
II of polonlicll. i lk 

suplloscd lo bo fall- 
ulous. ** 

Uoriiiic Gillis, 59, 
groccry chcckcr, 

Lodi 

Evclyn Woods, 45, 
groccry chcckcr, 

Lodi 

I ;I 

"Ycnli, I ltiiiik i lk ;1 
great iden. A lot of 

a i d  cliock out Lodi." 
pCOl,'/C IVdl COI71C by 

Mark tlccinan, 13, 
mcat clerk, Lodi 

Wes LCC, 40, 
cjcilcrnl corilrnclor, 

Morada 
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Uy Liz Uerlslorr 

Inaking thall mi bc put .  hito il 

Ikwnl Siall Wriicr 

IDDI - Tlicrc‘s iiiom to wiiic- 

botllc. 
For tlic Lodi Woodbridgc 

Wiiicgrapc Conimission, that 
nicans packaging a mix of Lodi 
history arid viticulturc into 3 iicw 
visitor ccntcr it Iiopcs will draw 
11iorc tourists to thc aid  put 
Lodi on a par widi iiiorc popular 

N a p  a i d  Soiioiiis 
wilic-tastill~ dcslinatiorls sudi ils 

Y 

“Many pcoplc llavc bcct1 to 
Naps. ... Wc’ir, okriiig an alter- 
IAiltiVC. h d i  113s its O\Vri cliariii 
and cliaraclcr,” said Mark  
Cliaridlcr, cxccutivc dircctor of Uic 
coiiunission. 

’ That chmctcr’will comc hi llic 
form of a 7,500-srluarc-foot, old 
world-s[ylc facility willi a tlircc- 
story storic lower, 5-iiicli-tliick 
woodcn doors a i d  a vhic-covcrcd 
LrclliS. 

Visitors will bc able to sariiplc 
arid purchasc arm wincs at a 

w i 1 i c- [:is I i ii I: ra c i I i I y, 1) 11 y flu \vc L’ 

aiitl cat I~rcnkhsl ; i i id luiicli i l l  ;i 
d c  adjacent to die visitor ccntcr. 

l l i c  Iliscovcr Lodi !  Wiiic & 
Visitor Cciitcr iiiid ricarby sliops 
will bc I o ~ I c d  011 ilic ~)rul)crty of 
Wiiic tuid lloscs Couiitiy Inn oil 
Wcst litriicr Iloatl i i i  Ludi. 

Co I 1 s t r II c t i o 11 \v i I I I) c gi 1 I I 1 I i s 
mouth widi  ;ui oiiciiiiig date cxly  
ricxt ycar. l l ic $1 iiiillioii visitor 
cciitcr will Icnturc: 
E Mumlioiial clislilays about liow 

~ I I T ~ I I I J ~ C I ~ I C I L I S  niitl O I I I C ~  soiivciiirs 

WINE 
Conllnued from F1 
sinall wiricrics widi tashig roo1its. 
Wc’d wtc lo Iiclp crciitc udllc for 
thosc wirrcrics,” hc said. 

Thc cortiinissioii ollicc is thc 
only inlomation hub scrvlng tlic 
arca’s wlxierics, hc said. 

“l’eoplc see ndcs and 11Lilc5 of 
vineyards hcrc but few places to 

whc indusuy,” lie addcd. 
Jcri Himcn, m t i v c  dircclor of 

. the Lodi Conlercncc and Visitor 

. Durcau, said die ccntcr will also 
. scrvc lo promote nonwlnc-rcttcd 
. activillcs. 

“Pwplc will mrnc ovcc arid scc 
* that aiid ciid u p  staying for ;I 

while. (Wiiic) isn’t all wc Iiavc,” 

stop a i d  Elid out about OUT local 

J 

SllC dd. 
1’11c cciitcr will bc locot~.d doiij: 

n sccrilc drivc of wlncries and 
otlicr attractions that will bc 
iiinrkcd by slgis this 6 1 1 .  

llic co~iitiiisslo~i will bc Icnslii~; 
space lor UIC visitor c m c r  fro111 
Wiiic and Ibscs owticrs Dcl aiid 
Slicrri Snlidi. 

In conjimcuon willi llic visitor 
ccntcr, Wine a i d  Iioscs Country 
I n n  will bc iiivcstiiig roiiglily 
$5 1nIlU01i into ai cxptuislon tliat 
iiicludcs adding 40 mom rooms, 
baiquct culd niCc~1g facilities auld 
a spa ccti[cr. . 

Tlic upgradc is intcndcd to 
rcmakc llic sinall couiiuy irui as 
il ccrilral dcstiriatloii poln; for 
m a  toiirists, Dcl Srnltli said. 

“Lodi has soiiic of thc bcsc 
wiiics in CallToriii;~. Ti )  l~ropurly 
cxliosc Ilicin, you nccd a f;icility 
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Wiae and Roses partner Del Smith polnts Tuesday to an area where the bed and breakfast wllf expand. 

Wine and Roses unveils plan for major expansioi 
-y Brian Ross . 

:w s - S e n ti n el s t a ti write i 

'r'ine and Roses Country Inn has  been 
sold out every night for the past three 
years,  says co-owner Del Smith. 

Kow relief is in sight for those who have 
been unable to book a reservation a t .  the 
rustic Lodi bed-and-breakfast. 

Wine and Roses partners Smith a n d  
Russ Jfunson announced Tuesday a major 
expansion of the inn which will increase t h e  
number of guest rooms from 10 to  50. 

The project is expected to be.finished by 
July, 2000, he said. 

The tota1 cost of  the  expansion d l  run 
around $5 million. 

As a result, Kine and Roses will double 
its current staff of 60. 

Included in the expansion will be a new, 
7,000-square-foot home for the Lodi-IVood- 

bridge Winegrape Commission a n d  Lodi 
Conference and Visitors Bureau,  which 
have outgrown their current headquarters 
off kfills Avenue, according to Mark Chan- 
dler, the com'misuion's executive director. 

The new location will be  known as the  
Lodi Wine and Visitors Center. 

Although the e x p a n s i o n ~ d l  mean some 
big changes for the inn, Smi th  and hfunson 
say the tranquil atmosphere upon which 
Wine and Roses founded its  success will re- 
main  unchanged. 

"We will remain faithful to the ambiance 
we've created here oyer the past  15 years," 
said Smith,  who said tha t  he and hlunjon 
see the expansion as a n  inevitable step to 
t h e  inn's corning of age. 

The new design theme at the inn will call 
to  mind a winery, complete with barrels, 
trell ises and other icons of  wine culture, he 
said.  

"The new design will reflect t h e  charac 
t s r  of t h e  area," said Smith. 

The  project is being designed by Stock 
ton architect  Mike Donaldson. 

Also in t h e  works are significant increas 
es in banquet  a n d  meeting spsce, wi th  thi  
addition of two new rooms, capable of seat- 
i n g  s6me 360 additional guests. . 

According to hlunson, this will enable 
Wine and Roses to handle more large group 
tours. 

It will be a major step forward for LVinr 
and Roses, which is currently forced to lim- 
it i ts  dining room's hours of operation dur- 
ing peak months to  accommodate various 
local social events, hlunson said. 

The addition of 150 new parking spaces 
on some of the inn's currently undeveloped 
grounds will eliminate congestion during 
large functions, he added. 

Please see Wine and Roses, Page 10 

F h e  and Roses 
Continued from Page 1 

X s3simrning pool,  creatively 
inrovised from t h e  basement  of 
an 1ESO: mansion n h i c h  burned to 
tks grour.2 in 1912, will be refur- 
bis'xd to help guests fsnd off the 
S'a!I?;;'s notoriously hot s u m n s r j .  

The \';he and  Visitors Center, 
which nil1 cojt around $1 million 
to build. xi11 be ins t rumenta l  in 
attracting a nationwide mix of vis- 
itors to the area;  according to Jer i  
Hznjen ,  of  the Lodi Conference 

'V,*ith easy access from both 

' 

. and Vijitor; Bureau. 

Highxay 99 a n d  1-5, th. center 
should be able to at t rx :  2 varisty 
of vi<itorj," she saiC. 

Chandler is  2150 o?!inistic 
a3out ths  potential of th2 nsw cen- 
tsr. 

"YCe will be i n  som? vsry good 
com?z~.:l;" Chandler szid: in refer- 
ence to the fact t ha t  onl:; a hand-  
fu l  of \vinemakin: ri$ons boast  
their own visitors ceF.:si - most 
of thern in Califorr,ia's r.ast pres-  
tigious wine regions, oi in Euro-  
pean countries, Chznd!?: ,sa/d. 

"Thifshould h ~ l p  t o  elevate the 

Lodi district  in prestig?.'' 
According t o  Chasdler,  the  t i n -  

ing of the  new center couldn,'t be 
better, as Lodi enter5 an era  of 
higher  wine znarenos; - a n d  
greatzr  competition for a share  of 
t h e  expanding worldwide wine  
marks:. 

h lunson and Smith, ivho h3d 
been negotiating with Chandler  
for approximztely four years prior 
t o  reaching their  azreement ,  
couldn't zgree more. 
.. The pair  say.they have negoti: 
a ted long an% hard to 'n+e the e x -  
pansion a rea!i:y. 
. Finally, t'nsy say, t'n. tin. is 
ripe to make th. move. 

"If t h e  time i j  no: r.ox, it's nev- 
er," hlunson said. 



he San Francisco hotcl in- 
dustry isn’t threatened nor 
arc  rcscrvations a t  Disncy- 
land slowing ,'noticeably, 

b u t  scvcral signs point , to  a sur- 
prising new.growth industry in.Lo- 
di - travcI. ’ 

Winc tasting, oncc a dwindling 
possibility, is making a big come- 
back. The Pro Style Sports Com- 
plex would do a lot morc than just  
slow down passing truckers on 1-5. 
The reborn Conference and Ksi- 
tors Bureau i shaving  some luck 
getting thc message out. 
’ . And hdi’s  fmcst hostchy - the 

Wine’and Roses Country Inn - is  
.about lo place a big bet’ that  thc 
visitor’s trade, will grow. h .fact, 
say owners Dcl and Shcrri Smith, 
the busincss, is already hcre if they 

.‘just had thc facility to capture it. 
Thcy’vc got a handshake undcr- 

standing with Stockton nrchitcct 
Mike Donaldson, n positivc fccl 
from a local bank, n savvy partner 
waiting in the wings and a’ plan’ by 
: Dcl I and local dcsigncr’ ‘Judy 

Scliultz to cxpand the 10-room bcd 

and breakfast into a 50-room hotel 
with a year-round banquct facility 
scaling 200. 

In  stock markct parlance, ttic 
Smith wilI soon takc a $4 million 
long position on tourism in Lodi. 
And if you look at what clsc is driv- 
ing this market, it may provc to be 
a vcry well-timcd buy. 
An analyst would haw to bc im- 

pressed by the Pro Style Sports 
plan at Flag, City. It’s morc than a 
huge youth socccr complex now. 
Thcre’s a hotel, cincrna and a h o s t  
of other businesses planned as wcll 
as a professional sports training fa- 
cility. ’ 

Thc travcl markct hcrc is also 
being liftcd by Pcirano’s ncw tast- 
ing ’ facility and  the tnotoricty 
gained by Phillips Farm’s rccent 
gold’rncdal. Add to that  plans by 
Mondavi to opcn 3 tasting facility 
at its Woodbridgc Winciy and Lu- 
cas Vineyard‘s plans to rcrilodcl its 
tasting rooni. 

And thcn thcrc’s the broad np- 
pcal of ’thc cvcnts cnvisioncd tit 
Hutchins Strcct  Squarc - thc Dra- 

Marty 
Weybrct 

ma Fest, thc new Labor Day music 
fcstival and othcrs.Coiifcrcncc and 
Visitors Uurcau cxcc Jcri  ZIanscii 
said it’s bcconiing casicr aiid cnsicr 
to sell Lodi as a dcslination. Shc’s 
just  back from thc California R a v -  
cl hlarkct trade show wlicrc 

plcasantly” by whot’s available 
hcrc. 

Slic said slic cnjoyctl tr:ivcl 
agcnts’ and tour opcral.urs’ lirsl rc- 
aclioiis: “‘lllic look in llicir cycs is, 
’A11 hall, I liad i i o  idcii t l i n t  . . .’you 
LH in tlic blank - winc, tlic I)clta, 
thc arts a1 IIutcliiiis SLrcct Scluarc. 

“ C V C ~ Y O I I C  Wiis VCIY surpriscd - 

It’s fun.” 

shc  uncorltcd 15 c;iscs of l ocd  viii- 
h g c .  Woodbridgc ziti,  l’liillips 
lh-nis synlphony, Pcirano EsLaLc 
sliiraz, Clcmcnts Vineyards 
chardonnay a i d  Lucas “zin blos- 
sonis” \vcrc grcal hits. N a p  viiil- 
xicrs lilw Ravcnswood and Bclla Vi- 
gnn, who put Lodi o n  tlicir Inbcls, 
arc adding to local credibility. 

Thc symbiosis of hnviiig thc vis- 
itors bureau run by the Lodi-Winc- 
gra pc Commission scc ni s cl car. 
Look for tIic coliiiiiissiori’s national 
magazine a d  titled Discover tlic 
Ziiis of Lodi; it’s p u t .  

So with d l  that ;is cncouragc- 
mcnt, tlic Smiths arc going to cs- 
p a i d  Lhcir quniiil bed and bi.cnli- 
fasl wilh i I s  fair-\vcntlicr wcdding 
facility into n G.5-ncrc sliowcnsc. 
1 hcy’vc givcn ‘architcct hlikr! Don- 
;Ildsoll ;I t;dl nrcIc1.; “‘l’llC t1;iy \vc 
finish, wc want it Lo loolc likc it’s 
bccn 1iCl.C il huntlrcd S’Ci11~5.’’ 

‘l’lic 40 iicw rooiiis will bc 011 tlic 
wcsl side of tlic c x p i d c d  property 
- two-lliirds of Llic roonis upstairs, 

il‘or lunch at Lhc show 0110 tiny, 

I 7  



Winegrape Commission 
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I 
DISCOV€R L m I !  

New Lodi Wine Visitor Center to Highlight Wine and Tourism 
C a p p i n g  ‘ off nearly a d e c a d e  of ambitious 
promotional  efforts, Lodi w i n e g r a p e  growers are 
generating still m o r e  exc i tement  b y  creating a 
u-orldclass visitor center to attract tourists to the 
Lodi region. T h e  4000 s q u a r e  foot  facility will be  
located o n  property o w n e d  by  E’ine a n d  Roses 
Count ry  I n n  at the  nor thwes t  c o r n e r  of T u r n e r  
a n d  Loiver Sacramento roads  in Lodi. 

look of a n  old winery and  feature an impressive 
three-story s tone tower visible from all approaches 
to the  property. I t  will contain state of the arr .wine 
a n d  viticulture educational displays, a conference 
r o o m ,  a n d  a “cellar room” for entertaining a n d  
special events, such  as ivine dinners. Wine related 
memorabilia, books and apparel will be available 
for sale. 

‘ 1  1 “K’e are Faking o u r  p r o m o t i o n a l  c a m p a i g n  to the  Offices for the winegrape commission and the Lodi 
Test level according to Joe Cotta, C h a i r  of the Conference a n d  Visitor Bureau will be on site. 

r I 

I S o d r ~  Elevation 
I f 

Lodi-Woodbridge W i n e g r a p e  C o m m i s s i o n ,  who The  commission intends to launch a series of 
\rill be leasing the neu-ly cons t ruc ted  facility. ”Lodi consumer  and  grower wine education classes ro b e  
,orou.ers Lvill greet the  m i l l e n n i u m  rvith a real conducted at  the  center. “ I t  will be exciting to a d d  
shou.pIace to highlight o u r  reg ion  a n d  the this center to the many high quality touris t  
n-nndsrful [vines v.-e’re producing .  T h e  lvorld of oriented sites developing in  the Lodi area,” s a ~ * s  
u i n t  ~ v i l !  sxnd  U F  a n d  take notice of this Jcri Hanser, , .Esscutive Director of the LCVB. 
ou:st3nding f x i l i q - ,  a n d  Lodi’s reputaLion for 
q L ! 2 ! i P ;  Lvinss will cont inue  to ,oron,.” Cotta ~ 3 ~ 4  

the n?any err.erging bout ique  wineries  in the region 
T h e  Lvinegrapc commission has cornmined to a ’ 
fiveyear 1eaje of the premises with an option to , 

renew for a n  additional five years. Consxuct ion is 1 
to begin immediately with January 2008 the target 
date for opening.  

’ ~ v i I 1  bf jemed ivcll by t h e  grolvers’ efforts. 

I 
I I T h e  eyecatching building, des igned  by L e s o v s b -  I 1 Ponaldson  Architects of S tockton ,  lvill h3ve the 





-- LCVB Partner Program - as of April 13 Partners hip Category 

A & W  Root Beer of Lodi Marketing 
Bank of Lodi Marketing 
Bank of Stockton hl a r ke t i n g 

Be l la  Vigna Vineyards Civic 

Best Western Royal Host Inn htarketing 
City of Lodi hlarketing 
City of Cadi Economic Development  Dept. 
Fr iends of Lodi Lake Community 

h-\ ark e ti n g 

Guild Cleaners Civic 
Cwin Paden Civic 

Hoffman Vinevards Community 
~~ ~~ 

H u t c h i n s  Street Square 
.~ 

hlarketing 
h\arketing 
Community 
X 1 ark e t i n g 

___ ironstone Vineyards 
Lakewood Drugs - Lakewood Gifts 
Lodi Comfort Inn 

__ __ 

~~~~ ~~ ~ ~ ~~ 

Community 
communi ty  
h \ a r li e t in g 

hlarketing 
htarketing 
A 1 a r ke t i n g 

Civic 
Cikic 
Marketing 
h\ a r ke t i  n g 

Community 
Community 
h\ a r ke t i ng 
Civic 

Comrnuni ty 

htarketing 
h t a r k e t i n g 

~ 

Lodi District Chamber of Commerce  
Lodi -_--- Historical Society - .- 

_____...~~-.. 
Lodi Irrigation 
Lodi blemorial Hospital 
Lodi F4eeu.s Sentinel 
1 o d i LVo o d b r id g e CV i n e g rape C o m m i s s i o n 

,itazatIan Cafk 
‘iaorni hlcCallum Carey 
Peirano Estate Vineyards 
Phillips Vineyards 
SJ County Historial Museum 
Susan Hitchcock 
The Lucas i v i n e r y  

The Music  Box 
l’ines to \Vines 
It‘ine & Roses Country Inn 

- 

_____ . ~~ - ~ _ _ -  __ ~~ 

~ ~ ~ ~ .. _ _ _ ~  . . -_ - - -- 
__-___ ~ - .. . -. -. ... ..~ - 

__ -. ~ ~~~ 
~~ __.__ _ . _ _ _ _ _ _ _ _ _ _ _ ~  

___ ~ - .  . _ ~ _  - - . -- 

-____ ___ __ . . -. __  - 

.. ~ ~- .____~_ 

. - ~  -- . __ . _ _  
~~ _ _ _ ~ ~  ~ 

_____. - - - . . - - --. - . - 

- __ ~ .___- -~ . _ _ _ _ _ ~  

---_- ~.__ - .. __ . ___- 
. -~-il_-_~ .~ ~ ~ . . _----- -__-- -- 

It’o o d b r i d : e Lt‘i n e r y 



Lodi Conference & Visitors Bureau 

Partnersh ip Program 

The Lodi Conference & Visitors Bureau Partnership Program is  available for companies, 
organizations and individuals who possess foresight and leadership, who  support a dynamic 
and cohesive communi ty ,  and who \\’ant to invest in our community’s future through the 
cooperative promot ion of our area as a desirable place to visit, conduct business and live. 

CIVIC PARTNER 
Annual Partnership - $50 
The Civic Partner is  the ind iv idual  community member who supports the Lodi Conference 
R Visitors Bureau’s efforts and  programs, and Lvho understands the positive impacts of 
tourism through the communi ty .  The Citric Partner may be seen as an ambassador for the 
LCL’B, the commun i t y  and the  local tourism industry. Benefits o f  Civic Partnership include: 

Opportunity to participate in LCL‘B Partnership programs, activities and events. 
Current Partnership roster upon request 
Connection and networking Lvith other community members, organizations and businesses. 
Representation or’ the comrnuniry by the LCVB a: national, state, regional and local travel and 
tourism industry trade shoivs and eventj. 
Recognition piece identifying you a j  a Lodi Conference R L’isitors Bureau Partner. ‘ * 

CO.Lt,L\UNlTY PARTNER 
A n n u a l  Partnership - $1  00 
Tne Communi ty  Partner is the non-profi i  organization, community group, service club or 
event that Lvijhes to gain v is ib i l i ty  through the programs and promotions managed through 
the Lodi Conference R Visitors Bureau, and that supportj the efforts and programs of the 
LCi’B. Communi ty  Partner beneii ts includ?: 

Op?ortunity to participate in LCL’B Partnership progarns, ac i iL f i t ies  and events. 
4 Curreni Partnership roster upon rquej : .  

Connection and netbvorking wi:h other cor;.munii!; members, organizations and businesses. 
Representation O F  the community by the LCVB ai nation?!. state, regional and local tiavel and 
tourism industry trade s h o \ v s  and events. 
Recognition piece ideniifying yoc: as a Loci Conference & l’isitorj Bureau Pariner. 
Free expanded listing on the Lodi Conierence & L‘ijitorj 6gr3a’J Ll’ebsite - Lv~~bv.visitlodi.com 
Di j jeninat ion of  marketing and prornoiior,al information or materials throug5 the LCVB and the 
Oijco\ier Lodi! L’isitor Cenier (corning Surnmer 2000). 
,\ledla r2lations and event promotion ajsis:ance: s:atev;idi, regional and loca! media lists, LCL’B 
Calendzr of Events listings, sssijtance t-,.i:?, public rslztion- 2nd press releases. 

4 

‘ .~c?j< :3 LO*?; C O C : ~ ~ ? ? C ~  K L Q F j  6 ’ : -?2- :  PXO:O i::. f:- .cje in p r ~ S ~ : t ~ ~ , O n j  0 7  COT~T,!:I.:.. 
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Lodi Conference & Visitors Bureau 
Partnership Program 

hfARKETING PARTNER 
Annual Partnership - 5200 and above 
The hrlarketing Partner i s  the business or facility that wishes to gain visibility through the 
programs and promotions of the Lodi Conference PC Visitors Bureau and, that wants to offer 
its products or services through the efforts of the Lodi Conference & Visitors Bureau. A 
hlarketing Partnership is for a l l  types fo business, as tourism impacts the community at 
many levels. The benefits of a Marketing Partnership include: 

Opportunity to participate in LCVB Partnership programs, activities and events. 
Current Partnership roster upon request. 
Connection and netI.vorkin2 with other community members, organizations and businesses. 
Representation of the community by the LCV6 a t  national, state, regional and local travel and 
tourism industry trade sholvs and events. 
Recognition piece identiiyting you as a Lodi Conference & Visitors Bureau Partner. 
Free expanded Directory listing on the Lodi Conference & Visitors Bureau LVebsite - 
www.visitlodi.com Lvitir a l ink to present LVebsite or cu5~om LCVB LVeb pages. 
A unique and specially designed two-page Lveojik for your company or business on the LCVB 
\*;ebsi:e Lvich your oi':n sub-domain name and link (e.g. ~~~v~v.~is i : lodi .com/),our name). Photos 
and custom design included. Free monthly updates. Those u,,ith existing websites can use 
Pariner benefit pages as easily updated additions, to promote special sales, events, etc. 
Xlonthly re-registration or' Lt'ebsite tvith mzjor search engines and 300 - minor search 
engines/directories ior any present Ivebsit?. Piuj, LCVG PLrtners rxe ive  a benefit From the traffic 
and search engine positior,ing of the LCVB 1Vebji;e. 
Lodi Conr'e;er,ce 8 L'isiiors Bureau Partners r xe i ve  discount rz:?j on full LL'ebjite design and 
hosting through the LCVB Lt'ebsite designer. 
X\.dia relations and event promotion assij:ance: s;ate.-. id?, regiozal and local media lists, LCVB 
Calendar or' Events listings, assistance with publ'c re1a:ions and press releases. 
Access to Lodi Conference & Visitorj Bureau photo ii!? i o i  use i:! presentations or community 
promotions. 
Distribution o i  brochu:es or marketing materials to ib l f i ! !  requPj:j and visitor inquiries through 
p5one calls, mail ard tl'ebsite; and at  travel industry 2nd trads shov:s at:ended by the Lodi 
Conference L9 Visitors Bureau. 
Prioiiiy listing in community and destination maketi-l: mate:ials to conference and event 
plznners, and  tour operators. 
Preierred reierrals to conr'srence and  e t m t  p la rnm,  toc' operators 2 n d  interested visitors. 
Dissemination o i  marketing and promotional iniormatior, or mate ria!^ through the LCVB a n d  the 
Discover Lodi! Visi;or Cer,ier (cornin2 Summer 7000;. 
Confidential Conierznce Calendar - listing upcoming e*:ints and meetings in the area that are 
poteniial users of products or services. 



Partnership Program 
A p p l i c a t i o n  

C O H F E R E N C E  I 
V I S I T O R S  B U R E A U  

a Civic Partner 0 Community Partner a Marketing Partner 

Organ izat ion/B usi n ess: 

Principle Contact: Title: 

Mailing Address: 

Ph ysica I Address: 

City: S taie: Zip: 

Phone: Fax: $800 

E-mai I Address: Ll'ebsite: 

Descripiion of Organization/Bujinejs: 

Please enclose a cop)' of your brochilre or other materials nfith your application. 

I t ' na t  do you expect to gain from a Pdrtnership with the Lodi Conference K. Visitors 
Bureau? 

Thank you for your investment in  the community and, 
for y o u r  support of the  Lodi Conference & Visitors Bureau. 

'OR L C V B  O F F I C E  USE O N L Y  



s local points of interest 
rs “The road less traveled” 

ures scenic beauty of Lodi area 
I support and in-kind donations 



M E D I A  ADVISORY 
For I M med i ate Re1 ease 
Contacts: Jer i  Hansen, Executive Director 

Lodi Conference & Visitors Bureau: 800-798-1 81 0 

Lodi Wine Trail lauds the road less traveled 

Lodi, CA - The new Lodi \Vine Trail p rogrm ij in the iinal development stages and Lvill be 
completed by h\ay 2000. The trail will Lv i cd  through the scenic countryside of the Lodi region and 
encourages a journey of "the road less traLe1e.J.'' 

Al l  but hidden by expansive s::etches of viniyards and miles of lush  orchards, the area beckons 
travelers to discover Lodi. h'esiled between t:?? Delta and the toothills ot'the Sierra Nevada, Lodi 
enjoys a Xtediterranean climate with Lvar.? dq's,  cool nights and a soit bay Delta breeze. The unique 
combination o i  water, soil and climate mz+; Lodi one o f  the most fertile and productive agricultural 
r.gions in the nation. The area is  home to i* .? lnut ,  cherry and almond orchards as well as over 
70,000 acres of vineyards. The Lodi region produces more premium Ziniandel, Cabernet Sauvignon, * 
h\erlot, Chardonnay, and Sauvignon Blar,c \I inegrapes than anywhere in the United States. Lodi also 
boasLj nearly a dozen wineries and tasting :c:i?rns - from the most familiar names in the industry to 
smaller, more intimate boutique wineries. 

' ,  

"The Lodi Ll'ine Trail serves several impor:?:: purposes," says Jeri Hansen, Executive Director of the 
Lodi Cor,i.rence & Visitors Bureau. "Either by simply Following the signs or by using the Lodi LVine 
Trail map, the trail Lvill link the ivineries and tasting rooms of the area and illustrate Lvhere these sites 
2ie in relation to one another. And, even ifi.#.i3e tasting is  not on the itinerary, it will allow visitors to 
ex?lo:e ths charming and picturesque coC::-;side oi the Lodi area." The trail wi l l  continue to be 
expanded as more \-;ine tast ing rooms o p r ;  in the area and additional scenic routes are identified. 

The f i rs t  phase of Lodi LVine Trail signs \*. i ! I  bz installed this spring, just as  bud break begins in Lodi 
\,ln.\,ardj, tt:ith the a iinal phase installatioi cz:? se: ior h?ay 2000. 
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Scenic drives 
may direct 
Visit Or$ 
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perative regional marketing program 
courage visitation to lesser known ' 

regibnal I ,  destinations & attractions 
.itors extend stays in communities 

I Sponsor = Bank of Lodi 
cu It u raI/Ru raVH is tori cat I To u rism 
ases appreciation of such sites 



For further program information: 

Calaveras Visitors Bureau at 1-800-22 5-3763 

Lodi Conference & Visitors Bureau at 1-800-798-1 81 0 

htodesto Convention & Visitors Bureau at 1-800-266-1282 

Turlock Chamber of Commerce at 209-632-2221 

MEDIA ADVISORY 
For Immediate Release 

EXCITING REGIONAL TOURISM PROGRAM MAKES ITS DEBUT 

An exciting new regional tourism program - The Compass ... Your Guide from Fields to 
Foothills - will be launched this spring. 

T h e  program, partially sponsored by B a n k  oi  Lodi and developed as a cooperative venture of 
,. the Calaveras Visitors Bureau, Lodi Conference R L'isitors Bureau, hlodtsto Convention and Visitors 

Bureau and the Turlock Chamber o i  Commerce is an educational, inieactive and entertaining 
tourism program for families, individual travelers, and tour groups. 

The program highlights a variety or' agricultural, rural and hij:arical locations throughout the 
interesting and picturesque Central Valley and Foothill regions of California. The guide itseli i s  styled 
after a simple passport, complete wi th descriptions for each sirs. 

The Compass w i l l  acquaint travelers and visitors with the unique natural, historical and 
agiicultuial sites of the featured regions. rllost sites included in The Cornpass program are either not 
the typical tourist attraction or are "off of the beaten pa:h" in some res?xt - iiguratively or 
geographically! Through The Compass program, paTticipants \\,ill have the opportunity to discover 
these unique sites and to learn about the regions' diversity, abundan: ayiculture, natural resources 
and fascinating history. 

For most -travel has become much more than a leisurely u.eeCend getaway. With demands 
on time irom careers, community activities'and other commitrnentj, 2s v,.ell as a n  increase in the 
number o i  dual income families, travel and vacations need to be m o r i  iulr'illing and stimulating than 
ever. Travelers want to be engaged, entertained, and educatid during their travels. In addition, as our 
society continues to urbanize people feel a greater need to reconnect to the past. As a resuli, 
agriculture and naturalist activities are growing segments within the travel industry. 



San looqrrin Corrnty 
Historical Mirserrm 

A p x l m r e  - S m  Joaqiiin Counp's 
nenable gold IS the focus of this 
r). fnendli 1 j - a c r e  mttseum Locd 

i n d m  cul ture ,  enrly and dclu 3;n- 

The Nirt Fnctovy 
Thc Sut Faaori Rctiil Store 
m c d  in 19%. It spcci:i!izcs in ~k 

Discover Lodi! Wine 
8- Visitors Center 

Reminiscent of an old i5iner-j - thc  
s c o w  Lodi! Wine B- Gsirors : - , . . -< *+* . . .  . . j - : - *  *',.%I., m e r  features intrigling trine edu- 

carion exhibirs, intermire disphys, 
up to thc minute trsiel and pisitor information, \Vines of Lodi tastins 
rooin 2nd urique Lodi items, products and gifrj. The center ~ r - i l l  also be 
hornc ti) s i n ?  education clsses and spccid events illroughout the year. 
Lodi - life the m y  it should be. 

Crrrrid Openirrg - Simmer 2000! 
25GI I f h f  Ttirtier R o d ,  Laili C4 952j2 
BOO- 795-1810 i L ~ ~ i ~ . ~ i s i f I o r l i . c o ~ r ~  

h d i  Lake Park 
lush and sccnic. Lodi h k e  is 
me to a \side varier; of 2ctitities. 
Ik rhe Interpretive S n r e  Tr~l, 

At the Discoven Cenier md learn 
:ibiiut tlic p l x r  ml x i m d  inh:tbihnts o l  the park. k k e  a box tour 
:!!ong [lit btw:ihl >Ioki.lumne River; picnic under a tree ne3r the water; 
renr n C:K:CC. Like a grim; build a sandcastle; go fishing, o r  just relay. 

. lfliiii  Eritrrr~rce is  located 011 Tiinirr f ioati  in Lodi 
Lmkr oprri .-!pi1 !hroit,oh Septenrber; Park open rear roilni l  
E t r f q  SJ: B o d  Lnrrnch $4. E n f t y  f e e  dtiify, excepf .Ifondays. 
From .Ilarrb 3 I fhroiigh Mrrnorinl D ~ J .  e n f q  f e e  Friday- 
Si ind~ i>  mi!,.. Phone Lodi Parks e Recrenlion o f  
203-3jj-6-j3 or Lodi Lnhr at 209-333-6890. 

I ostriches redly s:ick rkir heads 
c sand? Come and s c  for \ourself 

-6- The Cotripclss 
, ', ', 

The Composs 3~- . .  - -  



Sp what is The ~ o ~ ~ p n s s  program! 

Lodi Conference & Visitors Bureau, Modesto Convention and Visitors Bureau and the 
TurIock Chamber of Commerce. 

The program was developed as a joint venture of the Calaveras Visitors Bureau, 

The Cotizptzss ... A Guide from Fields to Foothills is an educational, interactive 
and entertaining program for families, individual travelers, and tour groups. The program 
highlights a variety of agricultural, rural and historical locations throughout the region. 
The guide itself is styled after a simple passport, complete with photos, descriptions and 
directions for each site. The Compass not only serves as a unique guide to these sites but 
also becomes a personal keepsake of the journey. 

. 

The 3ank of Lodi has generously agreed to be a partial sponsor for the program. 

+ \ / ~ h v  is The ConrUcr55 Drogmm important! 
Tourism development and promotion is a viable economic development.activity 

for communities, counties and regions because each one possesses sites and attractions of 
potential interest t o  visitors. The broad economic impact of tourism is often overlooked 
because i t  is made up of component parts such as dining and drinking establishments, 
ground transportation, retail sales, accommodations, recreation and more. Tourism helps 
stabilize and diversity rural economics - creating jobs and generating state and local tax 
revenues. Within the regional reach of The Compass (Calaveras, blerced, San Joaquin and 
Stanislaus counties) the tourism industry supports 173,400 jobs a n d  travel expenditures 
add up to more than $1.2 billion (figures from CA Division of Tourism - County Travel 
lrnpacts 1991). Dollars spent by visitors go right back into the local economy via the sales 
tax - which helps maintain the community's infrastructure and fund a \vide variety of 
public services. Quite simply, travel and tourism is good for the economy and for local 
communities. 

, 

. .  

The Compass ... A Guide from FipcICj to Foothillj helps visitors to our region create 
a positive travel experience through the easy and ready made itinerary and ofiers a n  
opportunity to discover the unique diversity of our area. The Central Valley region i s  
poised to capture travelers and visitors who seek more from their leisure time and hard 
earned dollars. 

The Compass  program will attract visitors ik.ho it.ill spend money in local 
communities a n d  LviIl help to further enhance agricul tural  and historical preservation 
eiiortj throush a\\'clreness, education and appreciation. 



+What does The Coniprrss d o ?  
TFie Compflss will acquaint travelers and visitors with the unique natural, 

historical and agricul tural sites of California’s Central Valley and Foothill regions. Most 
sites included in The Compass program are either not the typical tourist attraction or are 
“off of the beaten path” in some respect - figuratively or geographically! Through The 
Cornpass program, participants will have the opportunity to discover these unique sites 
and to learn about the regions’ diversity, abundant agriculture, natural resources and 
fascinating history. 

For most - travel has become much more than a leisurely weekend getaway. With 
demands on time from careers, community activities and other commitments, as well as 
an increase in the number of dual income families, travel and vacations need to be more 
fulfilling and stimulating than ever. People want to be engaged, entertained, and educated 
during their travels. In addition, as our society continues to urbanize people feel a greater 
need to reconnect to the past. As a result, agriculture and naturalist activities are growing 
segments within the travel industry. 

+HOW does The Coiiipnss work! 

Visitors Bureaus. Conipass participants may travel to each or all of the locations at any 
time. Color-coded maps kvith routing suggestions have been incorporated into The 
Compass so participants may easily discover the next site. The Compass weather vane 
logo ivil l  be prominently displayed at all sites and participating visitors’ bureaus. Each 
location will have a Stamp Depot designated by the Lveather vane logo. The Conipnss 
guides Lvill be validated at each location with a unique color-coded stamp. A place to 
record the date of visit tvill be included for each location in  Tfie Compass. Validations 
are free of charge but participants must visit each location to have The Compass 

Individuals and groups may acquire C O J I I ~ ~ S S  guides through the participating 

1 I 

. stamped. 

A pull out map section is featured in The  Con~pass guide. This map will illustrate 
the geographic region of The Compczs;. Located around the border edges of the map is 
information about the various lodging establishments available in each area (Lodi, 
Calaveras, StanislausirLlerced). This tvill encourage travelers to extend their stay in our 
region, which is an important component of tourism and visitation. 

The Coniprrss guides Lvill be distributed only through those four tourism 
organizations that partnered to  develop the program. As a result, a more consistent and 
accurate method of evaluation, tracking and io l low up nil1 be possible. The organizations 
tvill use The Compass  to fulfill requests receii.ed via phone, mail, the Internet and 
LVebsites, and through the various travel and trade s h o w  attended by representatives of 
each organization. The program development committee will continue to meet on a 
regular basis once the program is l a u n c h e d  to share information, leads a n d  participation, 
a j  well as  to discuss the continued groLLth of the program. 



Listing of 
Conzpass Sites 

b d i  ... Renion I 
Discover Lodi! W ine  & Visitors Center 
Lodi Nut Companynhe Nut Factory 
Phillips Farms & Vineyards 
San Joaqcrin Historical Musewn 
Lodi Lake Park 
Country Lake Ostrich Farm 

CnZnveras/FoothiIls ... Relr io~ 2 
Calaveras Big Trees 
California Caverns 
Get Gold Adventures 
Ironstone Vineyards and Heritage M ~ i s e ~ i r n  
New Melones Reservoir Visitors Center 
Sierra Heritage Logging Museum 

Mercea/Moaesto ... Reljio~z 3 
Beekman's Honey 
Blooming Camps 
Hers hey's Chocolate Factory 
Hi ln ia  Cheese Company & Visitors Center 
Sciabica Olive Oil Compi?ny 



aunuay, Novernoer 7, 1999 

Jeff Hood, Lodi Bureau Chief 
Phone: 367-7427 
F a :  367-7432 
E-mail: lodil @sonnet.com 
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Tasty plan 
to tantalize 
to u r is ts 

By Jennifer K Mmita 
X K O ~  SUE Miter 

P e g 7  Schulz has had to watch 
ier mother, grandmother, aunt 
md two nieces uither away and 
lie from cancer. 

She herself has had three b m t  
iiopsies, all of which were benign, 
md may S O O ~  have to go t imu& 
mother one. 

"I'm a prime candidate for un- 
er," t he  60-year-old Acampo 
Fandmother said. "Lt-e have to 

So Schulz  jumped at  the 
ure this, you knou:" 

You can help 
For information about the 

Avon &Day Walk Against 
Breast Cancer, call (888) 
332-9286. 

chance to help when her f iend 
Dime DeVault asked her  to w d k  
in a three-day, 60-mile trek from 
b r a  Barbara to hlalibu to  rake 
money for early-detection breast- 
cancer pmgrarm 

DeLWt, a Lodi resident, partic- 

Going on a 
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venient fold out business card size 
g of all local participating. 

ibuted through Hutchins Street 
re, Visitor Center, Chamber, 
urants, businesses, more. 

d longevity of piece due as it’s packed 
info and easy to carry. 



l 0 Complete listing of antique and 
col1,ectible establishments in L0d.i 

. ntown, Chamber. 
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Lodi 
Presence in Publications 

As of April 2000 

California Visitors Guide 
Published annually by the CA Division of Tourism. Includes a hyperlink from the 
CA Division of Tourism Website. Distribution: 485,000 domestic and international 
visitors. 

Central Vallev Visitors Guide 
Published by the Central Valley Tourism Association. Distribution: 30,000 

Lodi Visitors Guide 
Published by the Lodi News Sentinel. Distribution: 55,000 

Comstocks Maqazine 
Distribution: 100,000. Co-op ad with four local wineriedtasting rooms. 

Ca I i for n i a Visitor Rev i ecv 
Distribution: 1.6 mill ion per  year through 1075 distribution points from Oregon to 
So.CA 

1 ,  

Sierra Escape 
Distribution: 120,000 throughout the state via Triple A offices, hotels, advertisers, 
attractions, national forests and state parks. 

hlodesto Holidav Inn 
In-room visitors guide cooperative ad. Average 1300 guests per iveek which does 
not include special events and conferences. 

Table Talk 
Placed on 100 tables in  various area restaurants reaching 40,000 customers per 
month. 

Delta Chambers Visitors Guide 
Distribution: 50,000 

Lodi District Chamber of Commerce Map 

lt’azons Ho! Promotional Tabloid 
12,000 total distribution pre-event and day, or‘ event , 

,A rn e r i c a n Trade S h o ~ v  D i recto r L, 
F r x  listing 

Cont,ene 1Ctaqazine/lVestern Association of CVB’s 
2QOO ,\leetins Planners Guide  - ir?e listing. 



Pacific Bell Phone Book 
Free Community Event Listing and Resource number 

Discover Sacramento 
Visitors Guide 2000. Distributed via insert in Sacramento Bee (138,000 readers) as 
w e l l  as distributed at Sacramento International Airport, Chamber of Commerce, 
CVB, real estate firms and  major area outlets. Includes sacbee.com hyperlink. 

2000 Sacramento jazz lubileee Program 

StocktonlSan loaauin Visitors Guide 

Sacramento Magazine 
”The Other Wine Country” editorial feature 

Wine X magazine 
Distribution: 30,000 targeted 25-36 age Lt’ine drinkers. 

‘‘Discover the Zins of Lodi” campaign has appeared in the following wine 
consumer and  trade magazines: 

Wine Enthusiast 

Wine Business Monthly 

Appellation Magazine 

CVine & Spirits 



ched March 1999 with 2,975 hits 

plete community information 

be re-designed with exciting features 
visual appeal to better serve and 
ct the community 

ear later: March 2000 = 23,51q hits 



3 Page Summaries i . ~  Error Stab 

Referer Stats 0 Last 12 Months 
rrn il HostStats 

t) Browser Stats d Help 
-. . .  . . - 

Website Statistics for visitlodi.com 
Last Updated:  4/1/2000 

Stiltistics for hlarch  2000 I 
Total Hits 1 23,s 1 1 
2 21,954 
~ 

Tot31 Cachcd Hits 1 1,771 
i T r a n s f e r r e d  I 199,3 16 

Response Code 200 (Successful) i 21,213 
i/ - 0 

-1 _ _  0 > (Forbidden) I 0 

77 1,77 I 

f i l  397 
Response Code 500 ( S c n e r  Error) 1 130 

1,340 hits on 3/30/2000 



r agc  I U I  I 

.. .*, ..., *. I c . .  . -  
i) Access Stats 
i) Pagesummar 
3 tiortstats 
3 Referer Stats 
tj Browser Stats UHelp 

d Last 12 Months 

- -  

Website' Statistics for visitlodi.com 
Last Updated: 4/1/1999 

Statistics for  hiarch 1999 I 
Total Hits 2,975 

T-- 2,917 s 

Response Cod? 200 (Successful) 1 2,507 

- R R l  403 
Rssponse Code -10 1 (Unnuthorizsd) 1 6 

(Fl&?ho[ Found) 1 23 
i [ S c r i e r  Error)  i 27 

hlosr Popular Dal i 511 hits on 3/25/1999 

- 
1 2  (R-1 7 

Rfjponst  Cod? 4Oj  (Forbidden) 1 0 - - 
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- 3 AccessStats 

d Host Stats 
cl Referer Stats 
3 Browser Stats ,.J Help 

Page Summaries  J Error Stats 
d Past Montfr 
ci Last 12 Months 

Sum ni a ry fo I- \risitlodi.com 
April Z O O 6  

tfonth 

. .  .-... . ,  . .  . . . I , .,,. ~ . .  : * _  , , , , .  . .  
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§AN JOAQUIN FARWI BUREAU FEDERATION I MEETING TODAY'S PROBLEMS / P L A N N I N G  FOR TOMORROC'/ 

October 1, 1999 

Jsri Hansen 
Lodi Conference and Visitors Bureau 
1320 S. Mills Avenue, Suite K 
Lodi, CA 95242 

Dsar Jzri, 

On bshalfof the San Joaquin Farm Bureau Federation, I ivould like to thank you for your 
assistance in obtaining educational information, )vine. and nixgrapes for the 1999 State 
Fair exhibit. Your assistance and effort helped trsmsndousl:: in making the ofiicial San 
Joaquin County exhibit so successful. O\.er one million people vieu.sd it during the 1999 
California State Fair. 

In apprsciation of your hard lvork. I have enclosed a photo ofour booth that was awarded 
a fust place aLvard. Our e>xhibit ivas one of eizht out of 53 counties in the state to Lvin 
such an a n x d .  

T h a d  ).ou again for )'our help in making our exhibit equallq. as beautiful as the county it 
rcpresents. 

S incerrllv. 

Esecutii.e Director 





Basic Event2 St 
S eiiiinar 

: a One day seminar for event planners, 
non-profits, ! community volunteers 

! 

& Sponsorship 
x office & ticketing 
ent operations & logistics 
dia relations & publicity 

r 50 in attendance - co-hosted by 
i CVB & Stockton CW'% 



I 

t 

MEDIA ADVISORY 

C O N F E R E N C E  I 
V i S I T O f I S  B U R E A U  

For Immediate Release November 22,1999 
Media Contact: Jeri Hansen, Lodi CVB 209-365-1 195 

“Basic Event Strategies” Comes to Stockton 

Stockton - “Basic Event Strategies” a workshop and special events seminar will 
take place on Thursday, December 2”d from 8:OO a.m. until 12:OO p.m. at the 
Stockton Radission Hotel. 

The workshop, co-sponsored by the Stockton San Joaquin Convention R Visitors 
Bureau and the Lodi Conference i? Visitors Bureau, i s  $35 for advance tickets and 
$40 at the door. Admission price includes breakfast and all materials and handouts. 
\\’orkshop presenters include professionals and executives from the fields of 
marketing, event planning and management, ticketing operations, graphic design, 
sponsorship development and public relations. 

il‘orkshop topics include 
Event Marketing 
Box Office and Ticketing 

9 Event Operations and Logistics . Aledia Relations and Publicity 
Event Graphics and, 
Sponsorships from the Sponsors Perspective. 

T h e  workshop w a s  developed for individuals and volunteers involved in special 
event planning and management and fund-raising activities but is open to anyone 
interested in event management. Jeri Hansen, Executive Director of the Lodi 
Conference R Visitors Bureau explains, “We ivanted to develop a workshop that 
L I ~ O L I I C I  give participants the tools and resources that they can use in  the real world.” 
A n n  Sternal, Executive Director of the Stockton-San joayuin Convention & Visitors 
Bcrreau ayeej ,  “Often, indiLtiduals Li’ith full time jobs and other responsibilities find 
[n?nljP!:.ej in the role of volunteer ei’ent nianiigerj for Lihtever reasor,, Lvhether 
~ - 2 :  be *-or church, children’s jchool ac t i~v ’ i t i~ j  or for ~ h ?  community-. Th i j  LL,orkshop 
‘.*.::s c i s . 2 l o ~ ~ i  \.s;ith t h O j P  vo!cinteers in minc!.” 



Come and Learn Froin These. 
Nationally Renowned Experts! 

Karin Moss 
Sally McKeag 
Terri Hopson 
Michelle Manos 
Dan Kowitz 
Tra ci Rockefeller- Cusa clc 

Event Marketing & Sponsorship 
Box Office ti 7icketing 

Topics Include: 

I 



Thursday, December 2, 1999 
8 : O O  A.M.  to Noon 

Radisson Hotel 

2323 Grand Canal Boulevard 
Stockton, California 

7ickets (Includes 5realcfast) 

“40 at the door  

Limited Seating, make your 
reservations early! 

Call 209.943.7 987 for ticket 
information and reservations M s .  h1ctic:iy riiovLd to Siicraiiicwo 1 0  work for Governor 

\Vilsori ;is I)ircctorofCorictiriiciil AlT:iirs. I)uring this lime 
slic pl;iyctl kcy roles in org;iniTirig riiiii1croiis cvcnis such 
;is rlrc Covcrnor’s Crinic Stiiiiinit in I-ns hngclcs ; is  well as 
miny  oilier cve i i t~  requiring tlrc Covcrnor’q pnrlicipaiion. 

‘ I T R R I  IIOI’SON ‘l’crri I lopson’s c;ircci.inTlicnterArls 
:iircl tickcling sp:ins ovcr IS years. She 11:is hccri IlieTicket 

Office M;rn;ipx for ilrc ColIcgc o f  Fine Arts ;it the Univer- 
sily 01’ O k l ; i l i o n i : i ,  Ilircctor of  Tickcling Operalions 31 ihc 
I-mvlor Evcnis Ccritcr. ;ind i s  currciitly ‘Tickcring Services 
h1:iii;iy ; II  ilic I’crfcwming Arts Cciiicr at C:il I’oly in S;in 

Luis Ohispo.. ‘Tcrri I~ns linnrllcd all lickering opcrntions for 
holli Uniwrsit y oi6nctl rickcriiig sysicms and Tickctmnster. 

,-11__- 

R I I C I I E I . I . 1 ~  RIANOS bliclicllc., ctirr’clitly Gcircrat 

h1:iii:igcr of \Vclwstown h1;ill. h;is ovcr 15 y c m  of ~i i ; i ir -  

:iymcnt. administrative. arid hands-on eapcricncu iii mir- 
kcting. t lcs ip.  :idvcrlising, I)uhIic:\tions. ptihlic rclxiioir.;. 

fund r:iising, niitl special cvcnt plnnning. I Icr work h;ic 

rcrcivcil ntinicrous nntion;it. region:il. ;ind locnl :iw;irdu ;iird 
Ii:is lwcii pirhlislicd in  Arneriian Corpowte Irlciitity. ‘The 

New York Art Directors Show. Commitnic;itionAris Ll;ig;i-. 

zinc. and is fcaturcd in ihc Lihrmy crfCongrcss’ 1’errn:incnt 

I’oslcr Collection. Slic hns served ;IS Art Director for ihc  

Ohio Xt;ile University Office of Public Aff:iirs, and Dircc- 

tor of I’uhlioations for University ol‘ihc I’acilic. 

DAN KO\VITZ Dan i s  the Director of Spniisorship 

Ilcvcloprnent as ;i consultant to Mcrvyn’s C:ilil‘orni;t. I Ic 
is responsible for ni;in:iging sponsorship cveiits such ;IS 

Mcrvyn’s Califnrnin I3cach Rash 99 ant1 ;in AVP’liwr v d -  

Icyh;ill evcnt i n  I Icrrnosn Ilencli. I Ic st:iItctl Iris c;rrccr wil t i  
Ariicritcch wficre his rcsponsiliilirics incliitlcrl contr;ict nc- 

pii:ii ions. and cvcnt cxcciition with ihc “ N c  nf Chic:tgo. 

it I0 thy  evcr i i  \v i l l i  ovcr 3 niill ion :iiiciirlc.cs. tlic Ai-15 Inrii- 

I I I I C  of Ctiicn :o.’ftie Chicago llulls, :MI Northwcsicrn Uni- 

vcrsir y. 
f 

D;in ;ilso dircctcd Arncritccli’s sponsorstlip and eveiit in- 

volvcnient with thc I096 1)crnocr;itic N;iiioti;il Convcniion. 

T i e  Art Institute of Chicago’s I097 I:ciioir Exhibit. itiu 

WTA Tour !enni< rvcnt. and the Aincritcch Cup. 

‘I’RACI ROCKKFELI,RR-CUSA CK - Tr;ici joined 
Flcishman-llillarcl Inc. in ! 998 ns ;I Scnior Account F x -  
ccutive. She tlcvotcs tier orgaiiizationnl :ind mirkcting skill.; 
to Pacific Ilell Wireless. I’ncilic 13cll I’nrk. and KXTV- 10. 

I’riur 10 joining Flcishnmn-I lillnrd. ’l’r;ici W;IS the I’ronio- 
lions M:in;igcr fnr KXTV- I0  (the A n C  :iflili:itc in Sacra- 
mcnto). In I99X. :IS rhc skition’s liaison with [ l ie 0pr;th 
Winrr‘rcy Show, she spcarhendctl the slation’s participntion 

in Oprah’s “\Vorld‘s Lirgest Piggy I1:ink” projcct :uid W:IS 

iclctiiificd as :I lending arliliate n:itionwidc. Tr;ici tlcvcl- 
opctl and coordinatctl KXTV-  10’s “CO;IIS For Kids S:ikc”. 

an  ongoing winter cmt clrivc. .Sincc its inccpliori i n  1091. 
nmrc than 120,000 coats Ii;ive bccn dnn:itccl ;mtl tlistrih- 

utcd to ncctly kimilics Ihroiiplioul thc V;illcy. 
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Need to know 
WEDNESDAY 

The Economic Concerns can- 
mittee of the Lodi District 
Chamber of Commerce will rnee 
at 7.15 am. at General Mills, 
2000 W. Turner Road. Informa- 
tion: Susan Bagley, 367-7840. 

Basic Events Stmkgies, a 
halfday seminar, will start at 
8 a.m. at the Radisson Hotel, 
2323 Grand Canal Blvd., 
Stcddon. The seminar is spcn- 
sored by the Stoddon San 
Joaquin Convention and Visitors 
Bureau and the Lodi Conference 
an$ Visitors Bureau. The cost, 
including breakfast, is $35 in 
advance or $40 at the door. 
Infomaiion: 943-1 987. 

Scott Clemenl wiIl discuss 
the. .Hotel StocModCineplex 
development when he addresses 
the 8 a.m. meeting of the 
Downtmm StocMon Alliance. The 
group will meet at the Hotel 
Stockton, after which there will 
be ‘a ,tour of the hotel. 
Information: John Fry, 464-5246. 

The San Joaquin Comty 
Office of Education Regional 
eupational Centers and 
PrW1af1-6 will host an open 
house to showcase course okr -  
ings. The free events run from 
10 a.m. to 2 p.m. at the follovr- 
ing Stcddon locations: 
Ip Automotive technolTy: 3 2  
LVebeer Ave. 
PIBK tech: 2111 Vl. March 
Lane. 
H Childcare training: 

, ’ = = p ,  6515 

: 302 Weber AE. 
iB Health academy: 2333 V/. 
F,k:ch Lane. 

Port ready to 

By Bill C m k  
Record S t d  LVriter 

Potentially the grandest gift in 
San Joaquin County history is 
about to be handed to the Port of 
Stockton. 

Within 15 years, the present 
could be worth Si90 million a 
p r  in additional rezenue to the 
port and the community, the port 
staff estimates. That would equal 
rour-fifths of the current Stockton 
ity budget. 

The gift is a 1,419-acre tract of 
idjacent Iand called Rough and 
Ready Island The Kay has aban- 
ioned its international mmmuni- 
rations center there and is pre- 
m e d  to hand the island over to 
he port without charge as a 
Public benefit conveyance.” 

Approximately 10 times bigger 
han San Joaquin Delta College’s 
iorth-Stockton campus, Rough and 
k d y  Island will triple the port‘s 
ize and give it 5 million square 
eet of additional warehousing 
erved by 40 miles of railroad 
rack, plus myriad other assets. 

“&lost people don’t r e d h  what 
big deal this is,” interim Port 

)her LeRo); Hieber said. “i\.’ere 
eallq exited about it. It will pro- 
ide major long-range benefits for 
i e  port and the communi~.” 
Hieber believes Rough and 

mdy Island md its facilities can 
w fillhi leased lo new tenan& by 
‘015. At that time, the port will 
,merate S350 million a year in 
mgs, tenant Iease pajments and 
xm, trucking charges, and other 
L m  inputs iqto t5e local w n -  



e as local contact for visiting groups 
urce for tour sites, programs and 

s > e W i c e s  such a s  caterers, etc. 
* <  ! 

I 

er to Farmer Tours 
ationallstudent Tours 
te Grouphdividual To1 

sted over 1,000 visitors 
J rs 
since I999 



rdinating with Sacramento CVB 
s a pre-conference 
t tour site for major 

ram e nto con fere n ces/g ro u ps LI 
k with local sites $0 develop tour 
and resources. 
trips lead to return trips later 
onential market reach that we 

t capture 



Vivian Thomas 
161 California Avenue #K-204 
Palo Alto, California 94306 

Telephone 650.324.3739 
Fax 650.688.8333 

Email vivthomas@aot.com 

July 7, 1393 

bls. Jeri Hansen 
Executive Director 
Lodi Conference & Visitors Bureau 
1320 South Miles Avenue, Suite K 
Lodi, CA 35242 

Dear Jeri, 

This is a long overdue letter to thank you for the wine tasting you 
provided for my French group (Ameritours) on May 27 at the 
Robinson home. I t  was an unexpected pleasure and greatly enjoyed 
by everyone. 

Thank you again for a very special event. 

Sincerely , 

Vivian Thomas 





Sierra-Bay Farm Credit Services 
S i e r r a - B a y  Federal Land Bank Association, FLCA 
Sier ra-Bay Product ion Credi t  A s s o c i a t i o n  

3984 Ch?rokee Read 
P O  Box  8070 
S t o c h ,  California 95203 
209-931 -3770 9 FAX 209-931 -3855 
800-659-FARM (3276) 
Email in!o&qcr?dit cam 

hrovember 1 1, 1999 

Ms. Jeri Hansen, Executive Director 
Lodi Conference Visitors Bureau 
1420 South Mills Avenue, Suite K 
Lodi, California 95242 

RE: b'estern Farm Credit Associations: \Vine Tasting Event 

Dear Jeri: 

On behalf of  the Western Farm Credit Associations, I Lvould like to thank you for playing an 
important role in our effort to host the Lt'escern Farm Farm Credit Associations this past Tuesday 
eveni n s .  

Baszd upon the very favorable responses I received thoushout the evening, the wines were u.ell 
received and everyone enjoyed the event that you contributed to by your presence and 
p r o fess i o n a1 is m . 

&lost importantly, everyone had a great time! 

As we discussed briefly at the close of the tasting, lye \vould enjoy working with the Lodi 
Conference and Visitors BureauLodi-IYoodbridge li'ineyapc Commission in sponsoring ag- 
related events in  the h tu re .  Please do not hesitale to contact me at- 93 1-3770. 

Thank you Jeri 

iVifliarn S. Benjley 
Senior Vice Pmident 



0 utstanding best describes the 0.W.A.C.conference hosted by Tower Park and 
Delta Chambers, and mostly to J. Mills at Tower Park for coordinating and planning 
the conference, lodgings, meeting rooms, hosted dinners and hospitality. Lodging 
was donated and provided by Delta Daze Inn, Hotel Del Rio, Rogelio's, Tower Park, 
B&LV Resort, Delta Bay Resort. Houseboat accommodations vier2 providid at Tower 
Park by Herman & Helm's, H20 To Go, Paradise Point, and Forsver Rzsorts. Over 
50 people attended and really enjoyed the Ddta. 

Nicki Suard, Snug Harbor arrived in their sea plane and ofitred rides to our visitors. 
Many fast boats took guests to Bethel Island for a well planned day of activities 
Craig Lundborg "rolled out the red carpet" in B3:hel Island. with music, a wonderful 
barbecue lunch at Sugar Barge (hosted by the Bsthel Island Alliance), while viewing 
demonstrations of fast boats and wake board ski stunts. Many vient bass fishing and 
fly fishing with top-notch professional fishing guides and they caught black bass and 
striped bass. 

Jeff Leonard form Harrison's Marine/Marine Max took visitors over in his Sea Ray 
Cruiser and it was luxury on the water. Othas who took our guests to the Island by 
fast boat wsre Tmy McDonald, Bob Cameron and Ran Cosh?. Tom Wigham took 
wildlifs pnotogrz?hef, Bill Beebe on a bird watching excursion for the day and showed 
the wildlife bsauty of ths Delta. 

The last dinnsr meeting was held on Monday nicj:?! and Robe.< Htinsr was a 
sugerb ipeaker for the Delta Chambers. & r W s e n _ f r m  trio Lodi Cont t r tnceEd 

--- Visitoreururtau hosted a wine -~-. tasting - table and guests had a opportunity to sample 
our Delia wines. - 

J. Mills and Diane have had follow up responses f:on many of the attendees. 
Articl;s have b?!en wr ikn,  a photo album was mailed to us svi:h De!ta photos, and 
evtn some" thank you" e-mails. V/s look fortiard to the  rnqszine and newspaper 
ariiclss that wil! b; viritisn about the Delta. 
(more photo's on page 6) 

_- 

SERVING DISCOVERY BAY 
AND THE SOUTHERN DELTA 

-\i E .L'KTC\T REIL EST.\TE It!OCLD BE C\LL LS LO\\' 

1520 Jiseovrry Bay Blvd. 8240 Bfsnlwood Blvd. 
DISCOVERY BAY ERENTWOOD 

Open d Coberrd Berths 10 6 0 '  
' L a u n c h  Ramp a Fuel D u c k  * E n g i n e  RepJir 
, Gcncr31 Score - Campground * Picnic A r e 2  

Casagrande's Catering 
Italian Delicatessen 61 hIe rca to  

SNUG HARBOR! 
(915)775-1455 w.sr,uahcrSor.net 
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Fun, Frolics G Quirks 
BLod i  is the b i r thp lace  o f  A&W Root  Beer! Order a burger, 

fries and o f  course a wor ld  famous A&W Root Beer Float. 
See photos f r o m  the Worlds Record Root Beer Floai- event 
- held in Lodi - over 2,500 gallons of pure pleasure! 

V is i t  t h e  I n t e r n a t i o n a l  YO-YO Museum and learn some crazy 
yo-yo t r i c k s .  

p? Ride Q roller coaster G t  Funderwoods Amusement Park. 

1 :  , b e e  golden lion tamarir ,  cnd other exotic animals a t  The 
Micke  Grove Z o o .  

FlTake p a r t  in a grape s tomp.  How many gallons of juice can 
you crush .... wi th  your bare  fzet?! 

Enjoy the  delectable "Scoozi" a t  Hazel's restaurant in 
charming downtown. What's a "Scoori?" Come t o  Lodi and 
find out! 

More 



", I .  ' .:- 
A 





-Delight in a n  early morning bike ride by miles of vineyards 
and orchards. 

-Take a river raft tour of the lush Mokelumne River, 
complete w i t h  w i n e  and  cheese tasting. 

-Sail, paddle, swim, water or jet ski on miles of gorgeous 
a n d  navigable Delta waterways. 

-Boat to  a res taurant  on the water and  enjoy riverbank 
dining. 

*; =Splash, sunbathe a n d  construct a sandcastle on the shores 
o f  picturesque Lodi Lake. 

~ J i m p  out of an airplane (wearing a. parachute of C O L V S ~ ! ~  ;;t 
the tocli Skydiving Center. 

s+Tal-:e a shot at sporting clays at a nearby spor t  shooting 
range. 

W P h y  a round of golf at one of our picturesque golf courses; 
or practice y o u r  swing and hit  a bucket of balls at the 
driving range. 

-6aii your hook and  cast your line into the Delta and spend 
t h e  day  "Gone  Fishing." 

m i n j o j  s, n a t u r a l i s t  a n d  bird w a t c h i n g  tour and see elLlsi\'e, 
be.c7iitii111 a n d  r a r e  species. 
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Rediscovering Lodi 

C A R x N  AF~;CZ.C'I IC~'. '~tNS-S~~tIf l~I  

A building foundation for the Wine and Visitors Center sits o n  t h e  property of the  Wine and Roses Country 
Inn. T h e  2,000-square-foot c e n t e r  is expected to open next spr ing .  

Wine & Visitors Center promoting city 
said, comes From its pzdnership with 
the  Lodi-Woodbridge Kinegrape Com- 
mission and the  city of Lodi, both of 
which fund its budget.The city pro7,ided 
$60,000 in its first y 2 r ,  S.51,OOO of 
which was spent. The K i x  Grape Com- 
mission gave the  b c x u  $33,700 in 
cash and in-kind dor.xions. Hansen 
said. 

The bureau is deve!o~ing Lodi's im- 
age at a c u l w e d .  h?r.di:; and charm- 
izz p!r.ce X:Y pier.::: i o  d.:. Ha2seri 

-1 < !-- r-.',ii." .,.. Fix:. s i i  -Lo& 

. .  
. .  

52::. 
~ *- 
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Visitors 
~ ~~ ~ 

Continued from Page 1 
has no shortage of things to do - 
often you just have to know where 
to look. We set  out to make sure the 
residents of Lodi didn’t have to look 
far.” 

Hansen has  been working on 
several projects to  promote the ciiv. 

‘A tag line - “Discover Lodi ... 
life the way i t  should be” - high- 
lights this image on promotions. 

Hansen es t imates  more than 
852,000 people have been exposed to 
Lodi within the past  year through 
the print media, including the Cali- 
fornia Visitors Guide and the  Cen- 
tral Valley Visitors Guide. 

Ia October, the bureau’s Web site, 
~ ~ I L . ( ~ ’ . ~ . i s i t l o d i . ~ ~ m ,  received 19,229 
hits from as far as Australia. Ths  
site launched last AIarch rvith an 
initial 2,900 hits. 

In the spring, the bureau and 
!Vinegrape Commission bvill relo- 
cat? their headquarters to 2,000 
square feet of  the  Discover Lodi 
\Vine Visitor Center a: M’ine 8: Ros- 
e j  Coun:ry Inn gi Rest3urani. a 
5,000 square-foot space. 

Exhibits, infurrxt ion on  g r a p e  
gotvinz.  vLine tasting classes, and  B 
dGzons:ra.tion vineyard will be par: 
of the appeal, said Jlark Chnndler, 
esxut.ive director of the VIYne,ol‘ape 
Conmisjioc. 

Fi.e years ago, Chandler saic!. 
i v h m  the idea for t h e  R e x  \isitor’s 
ce.?ter canie t o  fruition. Lodi didn’t 
have enouzh  wines h r  a x ine  t a x -  
1r.g room. 

Sow t he  c2nter v;il\ stock 39 
wines on a rotating basis “so there 
n.on‘t be m y  u n d w  gain by any oris- 
p rod uce r,” C h a n d !e r s a id . ” Xe’i 1 
spread i t  around.” 

Chandler said a consultant esti- 
mates 29,000 to 40,000 tisitor5 per 
~2.3:  will visit the cenLsr. 

According to Chandler, 10 pi!- 
lion peop!e tour California \vine 
groxing 2x2s annually and g e ~ e y -  
3:s ~ o r s  t han  $300 million in r t -  
tail, hotel and restaurant.  

“ K e  iwnt  a piece of thAt.” Chp.7.- 

- 

1 

L6 
As u e  all knoic, Lodi has no shortage of things to do, 

5 9  
Jeri Hansen, Visitor Bureau executive director 

dler said. Councilman Phillip Penni- 
no suggested Tuesday the city could 
attract tourists by proriding eco- 
nomic incentives to bring more ho- 
tels to town. 

Dave Lucas, a local vintr,er who 
sits on the bureau’s advisory board, 
said that  without a well-received im- 
age, wine quality can’t stand alone. 

“Twenty-two years ago I start- 
ed a small vinery and put Lodi on 
the label,” Lucas told the council. 
“Others said not Lodi, not Lodi. 
Put California or put America. 
Look how far we’ve come ... The 
type of energy we’re seeing is real-  
ly fantastic.” 

-,, 

Emerson PGk * ll:OOam=1:00pm j 
J. .. 

H J x h i n ,  ;1t E l m  S m e r  T.1- 

7 ,  

..I 

To honor and show appreciation :;’ 
to Lodi area veterans ifi. 

Remarks by hlayor Keith Land 
Lodi High School Drum Corps 

FREE B . W E C U E  LUR‘CH 

For mort i?.foornxion ull: CytFlii Hxnes 21 
3-5 j&; ! or ? I i C h x I  Rccse 3: 333.6-il 



99 leaders insist  phone interviews 
can sift t h e  good drivers from 

nfit. Employees can tell if they are talking to  an older person, 
,ding t o  ddepartment spokeswoman, “because they have gray- 
ioices.” 
iere’s more. 
ie  department says such interviews last for ’75 minutes. Our 
arch showed they may be much, much shorter. 
’ officers request it, the D3N must notify them regarding the 
sting results. Yet officers intentewed by Stein said it’s a hit-or- 
i proposition. Sometimes they hear  back; often, they do not. 
his is intolerable. 
‘ew s t aks  do telephone retesting. None rely on i t  t o  the 109~- 
ding estent California does. 
{e; ‘-e number of such drivers flagged for retesting in Califor- 
, 6- .  JO last year, is substantial. But substant ia l  resources are 
?ady being devoted t o  the task of retesting these motorists. 
~T;hy not do it right? \P ly  not do it in person and  on the r o d ,  
ere it counts? V?ny not make sure officers are notified, no es- 
res? 
LIore inportant!?, why not save some lives? 
State S?n. Tom’ Hayden is pu;hing legislation aimed at getting 
ngerous o1de.r drivers, off the road,..--A principal co-.authpy-i.!- our - ,  

..n representative to  the State S n a t e ,  Patr ick Johnston. Our& 
mbljman, kqthony Pescetti, is also interested in  this issue. 
These representatives should act together, in a non-partisan 
anner, to investigate the ruse and stop it. 
If the department lacks the resources for proper testins, i t  

] o d d  ask the Legislature for those funds. Lawmakers should 1% 
:n. The ruse should end. 

Lodi ~ w S - S a ~ : i r 2 !  
Lives of the young and old alike are at stake. 

THE PEOPLE’S REPRESENTATIVES 

L o  d i ’s to u r i s m 
reputation grows 

Editor: 
In tejponje to the follolving let- 

t2r  I received, I would like to say 
that Lodi is fast becoming a city 
reaching out for its’destiny. 

I hope FVS can continue to grow 
and espand our tourism hospitality 
a l o q  the way. 

Ken Sasaki 
D a r  Air. Sasaki: 
I am writing this letter on be- 

ha!i of  Yamgata Agricultural 
Commiasioner Tour Group to es- 
tm.d our deepest appreciatior? to 
ths foiiowing: City of Lodi, hlayor 
Keith Land ard his lovely wife, 
Alarciz, City Manager Dison Fly- 
n i: , Lo d i -1Yo o db ri d 5 e Wi ne g-rz pe 
,Conmi j jion. ?executive’ Director 
h1a:k Chandlsr. 

Upon OUT \-isit. t o  the city of LO- 
di, vie were oienvhelmed by the 
b2autiful welcoming dinner at the 
V 7 i m  and Roses Inn. K e  had not 
expected such a w r m  welcome and 
hospitality from the city of Lodi 
and city oficid!j. 

K e  were also able to  strengthen 
olir cherrq- industq’s  relationship, 
bct, most of  all, the presentation of 
I o c ~ !  ;vine tz2ing created encour- 
azexen t  fo: marketing in Japan 
with. your s,i~.s industry. 

\in.? 2re h p k g  I .  that we c2n coz- 
L : . . + z  o r  r~.s:;anjhip \Irish yo:: 
ci:.:. :.(?i ~7.1;. 1:. 2 ~ ‘ c : : i : ~ : ~  b.2: z.1- 
5: L:z-.F.:. r~s:.::c?s. e x .  

..-.. . 

M e d i a c o v e r a g e 
having  an  influence 
on s tudents  

where do you think we could me 
and still feel safe? Between t‘ 
arrest earlier this week and t‘ 
continual lock-downs of our s t  
dents and staff can anyone i 
swer her question please? Enoi: 
is enough! 

Me rri C 11 nn i ng h t 
LC 

Why aren’t there 
more letters f rom 
people in Lodi? 

Editor: 
Each day w e  receive O U T  1 

Kew-Sentinel. For those i: 
family rezding is confined to  ! 
news and letters to the e i  
Though IV? may not a p e ?  
the o7inion of all, we l ike  to 
what others think or  believe 

Today, there Fvere no 1c 
but opinions of those who : 
their living writing. About 
each week there are no lette 
i t  the people in Lodi have nc 
ions or have fear to espresj  - 
All newpapers have nev;r 
Associated Press or United 1 
We receive the Windham J-  
published in lyindharn, K.j-  
ed in the Catskills. &Ian:; 
the letters to the editor taI-1 
page or more. 

Char le s  Jo 



laze13 / expansion opens up new possibilities for downtown Lodi 
1’ 

i t  Anrlrem Miller lenge. The popular eating establishment 
which is known throughout Northern 
California for  its California-style cui- 
sine, recently added a new banquet room 
to its facilities. 

here is an old adiige that says 
you can’t get enough of a good 
thing. Downtown Lodi‘s Ha- 

:l’s restaurant has risen to that chal- 

Having alre2dy owned the building, 
Hazel’s owner Bill Sandeen decided to 
expand when the lease on the beauty 
shop next door expired. “We have al- 
ways believed downtown was f u l l  of 
possibilities,” Sandeen offered. “We felt 
that a banquet room would offer down- 
town a pleasant alternative for hosting 
meetings, receptions and company par- 
ties. We can even accommodate small 
wedding receptions.” 

~~ 

,‘‘The expansion nt H a z e l s  has 
opetied u p  grent possibilities for 
dowrttoivrz businesses. Corifer- 
ences, rireetirigs and cornpnny par- 
ties often require rirore privucy nnd 
grenter spnce accomrriodations t h r i  

regrtlar restaurclnl seating nllows. ” 

Jeri Hmisen, 
Direclnr of h e  Lodi Corljercncc 
d Visitor’s Brrreuir 

The  staff of t h e  well-known and popular eating establish- 
ment, Hazel’s. 

For many downtown businesses, the 
additional meeting location is a wel- 
come addition. Able to accommodate 
52 comfortably, the banquet r&m boasts 
a state-of-the-art, microphone equipped, 
sound system and a separate dining 
menu. The separate room can be re- 
served for seminars, large meetings, 
company parties and other events. 

Few local meeting places exist 

Continued on page 6 
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SISTER CITY COMMITTEE 

September 23, 1999 

Jeri Hansen 
Lodi Conference and Visitors Bureau 
1420 S. Milk Avenue, Suite K 
Lodi, CA 95242 

Dear Jeri 

The visit by our guests from Lodi, Italy, was made perfect with all your help. 
The visitors felt so welcome and comfortable with everything. 

We, Lodi Sister City, want to thank you for planning the tour and taking the time 
to be with us on Thursday. It was great; your hospitality was wonderful. 

Again, thank you for your generous kindness shown to all of us. 

Sincerely 

Angie Ferrero 
President 



Carrie M. Sass 
Community Relations Manager 
Phone: (209) 546-8245 
Fax: (209) 547-8182 

530 East Market Street 
P.O. Box 900 

Stockton, CA 9S201 
209-943-NEWS 

March 15, 1999 

Ms. Jeri Hansen 
Lodi Conference & Visitors Bureau 
1420 South Mills Avenue, Suite K 
LodiCA 95242 

Dear Jeri, 

A “much over-due” thank you note for the wondehl  lunch at Hazel’s and the 
opportunity to get to know you and Mark. It was very interesting to hear about all the 
wonderful things going o n  in Lodi - and since I met with you I have found when people 
are talhng about events and projects going on up north .., well I sort of feel like I am a lot 

i 9 more informed. 

Let’s do keep in touch. I would like to arrange to get together with my new north 
county fn‘ends, at least on a quarterly basis. Please let me know if opportunities arise that 
The Record should be aware. 

Thanks again. It was a delight meeting you. 

Community Relations Manager i 



. _  . 

January 10,2000 

Jeri Hansen 
Lodi Conference & Visitors Bureau 
1420 S .  Mills Avenue 
Lodi, CA 95242 

Dear Jeri: 

On behalf of the Lodi District Chamber of Commerce and the Leadership Lodi Steering 
Committee, I would like t o  congratulate you on being selected to participate in the 2000 
Leadership Lodi Program. 

Enclosed you will find an agenda for the Orientation Meeting scheduled for Tuesday, January 25, 
2000, 5:30-6:30 p.m. at the Chamber of Commerce, 35 S. School Street, in the conference room. 
Please call to confirm to confirm your attendance at the Orientation. 

This will give you the opportunity to meet your fellow classmates and to review the quidelines of : 

the Leadership Lodi Program. 

The dress code is business. We have scheduled a class photo to be taken that evening. The photo 
wiI1 be placed in the Chamber publication "Lodi Business". 

Please RSVP your attendance to Sandi Somers at the Chamber office, 367-7840. 

Sincerely, 
n 

Patti Bates 
Office Manager 

Enclosure 



SPRING 1999 

New visitor bureau promotes Lodi‘s bounty 
pk&in a vineyard while sipping award  winning savor the agricultural bounty 

at  the F W S M a v k e t ;  browse for ant iques in charmingly restored 

d D W % d ? X U & n d  dine in casua l  or upscale  surroundings.  Enjoy a play or concert in a 

w o r l d - c l a s s ~ V M U k J  &U?HZ!ZY Visit the zoo, J a p a n e s e  garden,  an 

amusement park o r  take step into the past a t  the county WW Rent a pedal boat or  

a q u a  cycle at the lake: t raverse  over 1,000 miles  of nearby waterways by boat,  catch a 

glimpse of a Sandhili Crane or a ~Y‘‘B~U&J%YO&~O for a swim,  

cast  a rod and reel for a fish or, s imply V&X and unwind. 

from Ca! Poly San Luis Obispo, 
plus srinrs in fair rnanagcmcnc and 

ac the Farm Burciu. Her skills \\-ill 
be vduabls  in convincing more of 
[he cra\.cIing public co enjoy chc 
ivondsrful bounr). of Lodi. 

“The mission of the Lodi 
Conference & Llsicors Burczu i j  
ro ex r snd  a n d  e n h a n c c  r h e  
hospiraliy of rhc Lodi arc3 to ail 
visitors by promocing local evenrj, 
arcs  and c u l t u r a l  ac t iv i t ies ,  
accracrions a n d  btisincsscs,” said 
Hansrn. ‘‘We u i l l  also be \vorLns 
ro coordinJrc th? efforts of those 
enciciss co achieve chc gredrssc 
return for chc Lodi arrx and chose 
v.ho l ive and $cork hers,” 

T h e  LCL’B r e c r n t l y  
dsve:loped a n  advisory board 

consisting of cornmuniv I tad~r j .  
r e p  r 5 3 e n t 3 t i  yes  fro ni vi  j i ro r 
r d x d  businsssi‘s and scwicrs, arcs 
3nci culrtirt‘. rxrs.irion. v-insricj 
a n d  rhe Cip.ofLodi. 

.A<co:J~:.,~ co F i ~ n , < n .  r h i j  
C L  go::? 0 5  I I ivi!l be r:>?onjihI< $ 2 ~  

s c [ r i n s  go.llj 132  o b j < ~ : i i e j ,  
est.iSlisSiny LCI‘B pr0~:lIil: J Z ~  

3; 1 ! u J : i r. 5 h ti rc’i I! .I; : i v I : I << . “ Th < 

boJrd \vill also ssr:c 3s 3 briifs;. 
btrwcrsn rhs LCi’fi 33d t h c  

. .. conimtini::,; ~3 ld  H l n j c n .  ’*,Ar.> 
r h c y  t v i l l  also be \vorkin: co 

mobi l ize  l o c a l  r c j o u c c t s  - 
frnmcial and physic3.l. They are 
in  a sense rht  burtau’s tourism 
ambassdo  rs. ” 

The L O 7 3  will also need a 

number of volunrecrs inccrcstcd 
in promoring tourism acriviries co 
ivork with subiommittccs chx  arc 
b c i n g  f o r m e d  to  inc lude  
m a r k s r i n g  a n d  local evcnc  
planning. 

LCi-6 projects  undsrway 
include chs d<r-elopnicnr of an 

exciting and inclusive wsbsice, 
and - at rhs hearc of rhs Lodi 
Confirencs 2 i  J’isirorj Bureau 
\vsbjirc - a cornmunip  calendx, 
\vhich will l i s r  arts acriviriss, 
evencs, fcsriv.llj, concercs, phys 
a n d  m o r e .  T h e  u.ebsict will 
inclcdt  link3 ro comrnuni ry  
orgmizsrions, 35 WCII 35 visiror 
rchred scn.iiej and bujincsjcs. 

T h e  1vcbsi:r. ivill also dfrai! 
rh: 3 ~ ~ i ’ j  : 1 : ; r J < [ i D E j  3r.d 
o p 2 o r r c z i t i t ‘ ;  fo r  ~ u l t i ! : t ,  

r s<rt . i : id3.  nJ:t:rJ!ijc ar.J 

J? r I : L: I; [O :I r j ,  \r i 3 <- cJj[ i r . ~  

2nd n~o::. 3!i ivi:h r;.!.trd !inks 

shoc!i! rh: V i j i r o r  ~ < < d  m ~ i i ‘  
i r, for n u  I i o n. 

Tho;: i n r c r e s r d  ir. ?erring 
involved i t . i r i  chs LCiF c o n i x r  
H ~ r . j e n  J I  (209j j65-  1 195. 

i.6’p.m. Detailsaboui the first two 
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LCVB Launches New 
he Lodi Conference R 
Visitors Bureau (LCVB) 
recently unveiled 

tionill items. 
'The im;ige conveys the arcti's 

beaut i fu I cl i m n  tc , proximity of 
water and tlir many opponu- 
nities for recreation." H:inszn 
said. Features of Lodi, like 

Hutchins Street Squ:iw and the 
a r t s ;  t h e  newly renovated 

ctiarrn of the downtown ;irc:i; 
pastornl f;irrnl:inds and, Lodi's 
exciting arid nourishing wine 
iridu.stry ;ire a11 rsprcsentrcl i n  

' Q u i t e -  simply, the Locli 
Cocifcrciicr LPr Visitors B u r e a u  

logo c;ipturcs thr very essence of our 

its iiew lo, L'O at a 

Ths ;if1 \v;is 
created to rc tkct 
the vxious 
a.;pect?;. ;u1d assets. 
of Lodi. According to 
LCVB Executive 
Director Jzri I I:irisc.n. 

itself well to 
p 1 ; i ~ ~ m r n t  in  ntlvertisirig. pxt'rrs. 
Ilyers, b:innrrs and oilier promo- 

Y I 5 I T i )  r i  5 u u I1 E A I J  

logo 
area and represents that which make! 
Lodi such a unique and wondzrfu! 
place to live - and to visit." 

2 ham ber Award' Winners 

Deanna Enftaht Volunteer of fhe Year 

Ed bfaichese 

Ray C Hirning Streef Fake Vo/unher 

Marie Rodriguez 

James u! P;n.h'on. JL lndushy Award 

General bfi//s,/nc. 

Agridusihess Person of fhe Year 
George Barber 

M W n  7: tfafiins Oufstandng Oizen 
Janice Roth 

T h e  Vintage Gracious Retirement Living- (209) 339-3500 1 
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Media Release 
.. . . .-. .. - .~__. , . . . - ___-. . . . __ .  .. . . . , . ._ 

For Immediate Release -June 15,1999 
Media Contacts: 
Peter Knight, A&\V Restaurant, (209) 327-1797 
Jeri Hmsen,  Lodi Conference & Visitors Bureau, 830-798-18 1'3 
C>nthiGi Haynes, City of Lodi (209) 4S2-LODI 

Worlds Largest Root Beer Float in Lodi 
Sweet concoction gets n taste of  IVorld Record 

Lodi, CX - A m-orld's record n-ill be broken and a new one set in Lodi on Saturdq, June 
19.' m-ith a 2XO-gallon Aec\li'Root Beer Float. The event honors the S3" &versar>.. of 
AWX' and d l  t&e place in don-nton-n Lodi from 1l:CO a.m. until 200 p.m. Lodi is the 
birthphce of ,4&W and the site of the first glass of AWX Root Beer ever sold. 

-4 specid n-orld record ceremony and dedication rill be held at 12:OO noon, with comments 
from Lodi h1,Iyor Keith Land. All event artsndees rill be trexed to  a complmentar).- glass of 
the gimt  root beer flox. In  acidition, the even[ n-ill f t m r e  an auction for those that wish to 
bid for the first g l x s  of the record-bredmg bes-era:?. 

' ' 

The n-orld's record  celebrxion will djo fexure a C l J S j i c  cxr shon-, a kid's midray and 
c,i:r-i\d games, food vendors, live music, liL-e radio r e r o t e ,  a specid performance from the 
Lodi Commmitj- Bmd and escitin; >-o-j-o and karate dzrnonstr'itions. A special A&W Root 
B??; TnvL contest %-ill be held n-ith p r i e s  an-xded ac the conclusion of the event. 

Tk? co~ojsLd root beer flox n-ill be created from 21:; gdlons of root beer and 430 gallons of 
ic? cream. Float constniction xill begin at approsimxsiy 11:CC a.m. on the day of the event. 

One hot d.1)- in June of 1919, an entrepreneur n m e d  Roy Allen m k e d  up a batch of  cream>* 
roo; beer and sold the first frost>.. mug for a nickel at the ori$nd A&W stand in Lodi. States 
Pete; h g h t  of AtYlY,", "Lodi is the fitting place for this escitino n-orld's record event." 
Proceeds from the n-orld's record event, as xell as from the auaion of the first glass oE the 
rscord root beer flox, ndl benefit Lodi c o m m u n i ~ *  j-oulh groups. The event is being 
coordinated bj- the Cip of Lodi, rhe Lodi Conference & l'isitors Bureau and the Don.nton-n 
Lodi Eujiness Partnership in cooperxion n-ith Lodi's .ik\Y' Fmuly Rescaurmt. For more 
I n t 3 rrn .it io n I o - o n to  ~ . T L T ~ . .  m'ro  oi: b s e r . co m. 

? 

. -  



A X  JWNE 117,1999 
AGM' Restaurant 

216 East Lod? Ave. Lodi 

!.&It' Root Beer Floats 
foil all ineinbers of t h e  p-ress and nred1a 

PLUS ! 
Don't m'rss up-to- the mi mite i nformiatfon about  tbe  
RECORD BREAKIXG ROOT BEER FLOAT 

to be constructed f n  Lodf on 
Saturday, June 19 

Join us a n d  become a p a r t  of wor ld  ~~ec-or.d historJ-! 

PHOTO OPPO RTU N IT1 ES: 
Classic Car Show; Root Beer Bear mascot; the making of a regular sized 
root beer float for close-up shots; special guests, kids and families 
enjoying root beer floats; real carhops on rezl skates! 

Please RSVP to: Jeri Hansen, Lodi Cl'B:209-363-1193 or to 
Cynthia H a y e s ,  City of Lodi: 203-482-LODI. 



Hope floats: Lo& tackles wmld’s biggest sip 
By Reed Fu~U 
R ~ o r d  Staff b’riter 

If  the sunbaked, gravel-covered 
maintenance yard of a Stockton 
trucking company - the  a i r  
ticged \\ith dust and a hint of 
diesel fuel - seems an unusual 
place to prepare a mot beer float, 
ive’re talking about a n  unusual 
root beer float. 

\t’ith San  Joaquin  Coun ty  
lt‘eights & hleasures officials 
painstakingly monitoring the pro- 
ceedings, a B J I  Trucking Co. 
tanker truck was loaded Thursday 
afternoon wirh 15,300 pounds of 
$cater as the Fmt step tolvard pro- 

, ducing a Lvorld-record, 2,500- 
’gdlon,  ice cream-and-root beer 
concoction t h a t  \)-ill be finished 
Saturday around noon in dorin- 
ta\n Lodi. 

The world’s largest root beer 
float r d l  contain more than  6 
million calories and ivetgh more 
than 12 tons ivhen complete. 

;\dmission to its construction is 
free, and all-you-can-drink por- 
~ o n s  of the massive treat uill be 
given a:i.a): 

The mot beer float event, vddch 
will benefit Lodi youth groups, is 
being staged to celebrate the 80th 
anniversar). of ASlLV Root Beer, 
which V.Q.S invented in June 1919 
in Lodi, where the first A&\V 
stand was built at 13 LV. Pine St. 

“This is not the original loca- 
tion,’’ said Steven Rhea of N‘ood- 
bridge, who ivas eating Thursday 
afternoon with his wife at the 
existing A&L!.. m t a w t  at 216 E. 
Lo& Ave. “hIy wife and I come in 
here about once a month.” 

“LVe come in for the mot beer, 
yeah,” Rhea said. “You don’t come 
in here for kies or onion Mgs.” 

Carla Rhea said she hoped to 
be able to retum Satuxday €or the 
giant mot beer float’s completion. 
“Ltk’re going to tq red  hard’ to 
attend. she said. 

Weights & hIc.asures inspector 
Austin Erdman and other count]; 
officials a i e  t x b g  great pains to 
certify the Lodi mot beer float as 
the  Guinness Book of Lt‘orld 
Records record breaker, meeting 
s t r ic t  criteria set  dobvn b:; 
C L L ~ M ~ S S  hledia h c .  

Todaj; the t i c k  rri.Ll be driven 

to the C&H Sugar plant in 
Cmckett where the seals will be 
broken and 275 gallons of liquid 
sugar will be added to create the 
needed 2,100 gallons of root beer. 
After being resealed, the truck \ill 
return to Stockton to await the 
final assembly of the root beer, 
with 400 gallons of vanilla ice 
cream - also certified by officials. 

The local effort could top the 
current record holder, a 2,166.5- 
gallon brew whipped up by 
Thomas  Kemper Soda Co. of 
Seattle on May 16, 1996. 

Activities will take place at Pine 
and School streets between 11 
a.m. and 2 p.m. and will include 
live music, a classic-car show, auc- 
tioning of the first drink from the 
float, as well as yo-yo demonstra- 
tions, children’s actibities, food, a 
karate demonstration and more. 

Iniorrnation: Pet;r Knight, A&\c’l, .. 
327-1797; Cynthia Haynes, city of 
Lodi, 482-LODI; or Jeri Hmsen, 
Lodi Conference 8 Visitors EilreaiJ, 
(BOO) 798-1810. 





Lodi A&W Root Beer Float T a l k i n g  Points 

All partic?pants \r7111 become part  of t h e  w-orld record root 
beer float. 

FREE Admission t o  all. 

FREE all )-ou earl d r i n k  of' the ~.r-or-lcl record root beer f loa t .  

Lodi fs t h e  b i r thp lace  of A&Ji* Root Beer, J u n e  1919. 

June has  been designated A&J\- Root Ecer m o n t h  b ~ -  a C-Ztj- of 
, Lodi Proclamation.  

TIie colossal root beer f l o a t  \+.ill be niadc f r o m  2 1 0 0  g a l l o n s  of 
root beer a n d  400 gal lons  of  ice crcani. 

The g ian t  root beer niug measures 27 i'tct i n  cfrcuinference, 8 
feet  i n  d i a n i e t e r ,  a n d  13 feet  tall. 

Proceeds to  b e n e f i t  Lodi -)'outti g r o u p s  rs -ho  a r e  \-olunteering a t  
t h e  e\-ent. 



LODI 
The Birthplace 

of A a W  

f 
2560 Gallons 0 FREE ALL You Can Brink 

I 
TH 

Bownt~wn Lodi Pine ti School Streets 

All Proceeds Support Lodi Youth Groups 

0 YoYo Demonstrations 
by Fdaitional Champion 

0 Fare Painting Food 
Kids' Midway Games 

Karaze Demonstration 

Ongoing: Live Music on 2 Stages 
11 :OO: Building of the  Float 
-1 1 - 2:  Classic Car Sbow 
12:OO: Mayor-Opening Ceremony 

Auction of first Dr ink  
2 0 0 :  Root Beer Trivia Contest Drawing 

City of Lodi 
United Rsntz!s 
C&H Sum- - 
Chamber cf Comrntrce 

For more information call: 
Peter Knight, A&V/ Restayrant  (209) 327-1 797 Cynthiz  Haynes, City of Lodi (209) 482-LODI 

Jer i  H a n s e n ,  Lodi Conference & Visitors Bureau (800) 798-1 81 0 



o find out how to make a 
great root beer float,ue 
u'er;t to tu.0 esnprtz. t h ?  

Srqtia, too. Chef Alichael .\ljna 
and pastry chefjason Gingold 
tasted set era1 root beers befor? 
deciding on Thomas Kernper, 
made by Pkrarnid Brewery in ULCU 

n a r  n r  Bcrkeley. 
"I t ' s  not too sweet," hIina sab.5. 

"Sometimes root beer can b? too 
.i'eet, like a cream -L--- - . 

3uucl. 

cream, then pour on T h O F z j  
Kernper root beer .A r r icn  ,-\n,-n 

I 

I 
1: 





I f ’s  the place fo be! 

Savor the tantalizing local abundance of fresh fruits, vegetables 
and flowers every Thursday night at the Farmers Market & 
Festival in Downtown Lodi. Each week features a fun and 
exciting festival theme, music and, a special salute to one of 
our local agricultural crops. Whatever the week or the theme - 
you can bet you’ll have a great time at the Farmers Market 
and festival. 

The Farmers Market & Festival also features a variety of arts and 
craft vendors as well as an array of scrumptious foods. 
Experience shopping and dining in a quaint and unique 
atmosphere. I t ’ s  the place to be! 

Downtown Lodi Farmers Market & Festival every Thursday night 
from June 24 - September 9. Located on School Street in 
Downtown Lodi. For further market or vendor information 
contact the Downtown Business Partnership at 369-8052. 



h.= ' .5  S.nt<-+I I, e phofo 

m u e l  Lutz, of Lodi, h a n d s  some bell peppers to Luis Campuzano for weighing while  shopping at the  Lodi Farmers hlarket 
! Festival in July 1998.This years first markpt is scheduled for Thursday night. 

odi farmers market kicks off Thursday 
Joanna Corman 
s-Sentiriel staff YJ-I:E: 
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Media Advisory 
June  20, 1999 
Contact: Jeri Hansen,  Executive Director 
Lodi Conference & Visitors Bureau 
209-365-1 193 

Something for everyone as Sandhill Cranes return to Lodi 

Lodi - The third annual Sandhill Crane Festival i s  slated ior Xovember 3-7, 1939 in Locti. 
The festival celebrates tile return of the elegant and oiien e1usii.e Sandhill Crane, a 
threatened species, as Ive l I  as over 100 different kinds o i  bird5 found in the region. 

' 
The three-clay event features a variety of held trips and \viIcllife v:orkshops including a Delrz 
cruise and canoeing, a Raptor Ramble and expert-guidxl excursions through Lodi Lake, 
Coscirnnes River Preserve, the  new Stone Lakes and San Joaquin River Refuges, Grizzly 
Ijldnd Ll'ildliie Area and the LL i ld Sacramento Gufierlandj. Transportation will be provided 
io; most trips and, tours LviIl be customized ior beginning birders a n d  those more advanced 
in  aisian appreciation. 

The festival also features famil\, and children's programs and exhibits such as a hands on 
"Cranitim," iiL,e bats and bird of prey programs, origami, a crane tine art show and 
children's 2:t sho\.v, vici205, and cl giant crane indze. 

Special guest speakers include Kent Clegg, ~:.ho is nationally kn0LL.n for leading his iarnil\, 
of sandhill a n d  \\!hooping cranes on a n  809 mile migration usins an ultralight aircraft: and 
Ddvid Yee, expert Central V a l l q  birder and co-founder oi the Central Valley Girding Club. 

Tne crane species is a l iving relic of ancien: times. Early iossil; dare back 40 niillion yea:j 
and Sanclhill Cranes are though: to be at leasr 8 millior, \'ed:j old. \\'ith their distinct red 
croi'in, majestic size (tiL,e feet 1,711 Lv i t i l  ;1 seL'on foot LL,ing span), rnJ,tnmic iormdiions, 
hzunting C d l l j  and amus ing  dances - these birds are an:ong th? most popular species for 
1, i?i\.ins in the \\;orlcL 

- .  



Media Advisory 
August 20, 1939  
Contact: Jeri Hansen, Executive Di rector  
Lodi Conference & Visitors Bureau 
209-365-1 195 

Artists invited to celebrate return of Sandhill Cranes 

Lodi - Artists are being invited to participa;e in tho third annual Sandhill Crane Festival Art 
Exhibition, slated for November 5-7, 1399 in Lodi. The i2jt ival celebrates the return of the 
elegant and often elusive Sandhill Crane, ii threatened species, as \\:ell as over 100 different 
kinds or' birds iouncl in the region. 

Ti.,? theme of the 1999 Sandhill Crane Fes;ivs.l ,Art Exhibiyion is the t'lora and fauna of the 
\', e:landj of Central Caliiornia, the habitat oi' the Szndhill Crane anci, other migratory fov;l. 

Ti;? art exhibition is open to all ariisij li\:ing in hor:hern Caliiornia and each artist may 
en:e: one or more bvorks. Artists rn,t\; also sell their work during tne event. Art i\.orks for the 
exhibition ii ' iII be selected through a j u r ) ,  process based on artistic merit. All visual art forms 
272 Lvelcome. For further a r t  exhibiFion inio:matio?, con:act exhibition coordinator Nora 
Sni!ienbarger at 209-7451 722. 

i n ?  three-ch), elrent features ;i varie:), oi i i e lc l  trips and L%.ildlife Lvorkshops, a; ive l l  as family 
anci children's programs and exhibits. Special guest spezkers include Kent Clegg, who i s  
nztionally kno!*$*n for leading his family oi sandhill 2nd v:hooping cranes on an 800 mile 
,z iyat ion using an ultralight aircraii; and Da:,id Y e t ,  esp2rt Centrzl Valle\, birder and co- 
f13I;Ticler of the Central \'alley Birding Club. 

. - .  



Media Advisory 
August 20, 1999 
Contact: Jeri  Hansen, Executive Director 
Lodi Conference & Visitors Bureau 
209-365-1 195 

Kids and families to celebrate re tu rn  of Sandhill Cranes 

Lodi - The third annud Sandhi!l Crane Festival i.; slated for Kovember 5-7, 1999 in Lodi. The 
i e s i i~~a l  celehraies the return O F  the elegJnt and o%n elusiw Sandhill Crane, a threatened species, 2s 

we l l  as oL'er 100 ditierent kinds of birds iocrnd i n  the region. 



Media Advisory 
September 20, 1999 
Contact: Jeri Hansen, Executive Director 
Lodi Conference & Visitors Bureau 
209-365-1 195 

It's a bird and a plane! 
Wildlife adventurer featured at Sandhill Crane Festival 

Lodi - Tickets are on sale no\?' ior a featur? presentation bs:. renoLvned wildlife researcher 
and acti,enturer Kent Clegg, durins the third annual Sandhill Crane Festival, h'ovember 5-7 

, in Locli. 

, \ \ r ,  Clegg i s  best kno~1:n for his \\;ark \\,i:h Sanc!iiill Cranes and endangered \\'hooping 
Cranes. Clegg developed a method of "imprinting" cranes on humans for the pgrpose of 
miyating behind an ulrralight airplan?. Ti13 metnoci he de\,eloped Lvas a huge  success and, 
in 2 birdlike ultralight plane, Clegg led his farnil!, of Sandhill Cranes and 1Vhooping Crane- 
on a d r a w i t i c  joclrne), of  800 miles. The movie "FIy A~1.z;: Home" ~ v a s  partially based on 
h i j  \i.o:l, a n d  r2search. h \ r .  Clegg 1t.iII share his  extraordinail' experience and his research 
cf 7 i n 2 h i 1; p re _F e n ia t i on . 

&tr .  CIeg3' j  presentation takes plzce on Sawday , ,  hoven iber  6, at Hutchins Street Square. 
Tickers for the feature presenta:ion are SJ. The th:?e-dZy eL'ent features a variety of fielcl 
trig< and \v i lc l ! i ie  Lvorkshops for the besinnins bird?r and  tb,ose more advanced in avian 
z3F:ecia;ion. The testi i .al  also features family and children's programs and exhibits, as well 
a s  ri fine art sho$,i.. Gen?;al admission to the event i s  free to y'outn 18 and under, $5 for 
acid:; and S8 For the \+:eskencI (tours t'ees ar? acld;::onal, 2s is the ieature presentation). 



Sandhill Crane Festival 

Contact: 209-36s-6144 

Start: ImmedintelJ. 
Stop: November S, 1999 

ATTENTION! 
The unique m d  haunt ing  Sandhill Crane call may be downloaded as a WAV. File b), 
\-isiting nnsr..visitlodi.com and clickin; on Sandhill Crane Festival. Use this 
distinctive audio to  introduce or conclude the PS.\ spots below. 

15-Second Audio 
DONT hIISS , W E  THIRD hhXU.4L S.i_SDHILL CKAlUE FESTWAL 
AT HUTCHINS S T R E E T  SQUrlRE-Pi LODI 

F’OKSHOPS, FIELD TRIPS Lk\Q TOLXS 
CHILDRENS GAJIES A h !  AC?n-ITIES 
SPECLAL F I N E  ART SHOLV 

‘ .  RID-AY, NOI’EiLIBER FIFTH THROLGH SUN!-\>’ NO\.’E>lBER SEL’ENTH. 

GILL 36s-6444 FOR EI’EKT IhTOK!.L’,TIOS AKD TICKETS! 

32-Second Audio 
THE CRitY-ES R E m h T  TO LODI FO? THE S.Li?.,-DHILL CEt-LYE FESTII’AL 
AT H U T C m S  STREET SQU;IRE 
FRID.4Y NOL‘EhIBER FIFTH THROLGH SCND.Ij7 NOL‘ElIBER S E V E h r l H  
YL’OKSHOPS, TOURS &KD FIELD TRIPS 

SPECL4L FEVE ART SHOW 
SPECIAL FEXTURE PRESEhT.-ITIOS:. “IT3 X BIRD Lk\D A PLWE!” 
El- RENO\\hrED WILDLIFE ADL‘ESiLXER K E h T  C L E G G  ON S,\TURD-\l’. 
HUP?>‘ X\D RESERI’E E’OUR SPOT’ 

CHILDREN ACTJS’ITIES AID Fit!1IL’r- PROGR;t.IS 

C:\LL 365-6444 N@\S’ FOX TICKET5 .’-\-I3 n-FOF,?!iTi~3S’ 

. .  
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November 19, 1999 

Jeri Hansen, Executive Director 
Lodi Conferznce and Visitors Bureau 
1420 South Mills Avenue, Suite K 
Lodi, California 95242 

Dear Jeri, 

The 1999 Sandhill Crane Festival Steering Committee recently met to wrap up this year's event. By all 
measures t k  Crane Festival was a success, reaching well over 1000 participants who enjoyed the Festival's 
tours, exhibits, programs and presentations. 

Your sponsorship of this year's Sandhill Crane Festival was genuinely appreciated. Thank you! With your 
support the Crane Festival Steering Committee was able to provide a variety of activities and ensure a quality 
experience for the  individuals, families and groups in attendance. 

The Steering Cornmittez has been committed to a number of  objectives which I have included as an 
at:achrnent. Every objective for the Crane Festival was achieved and we  look forward to continued success 
and improvemmt in the future. The mission of the Festival - to increase public awareness, appmiation and 
conswc?tiol; of Sandhdl cranes and other Centfa/ Valley vdd/if? - was well-served by the 1999 e v N .  Among 
the results: 

cver 60 nature tours with over 900 tour registrants 
El 23 educational family prcgrams, children's activities and prisentations 
Q 17 exhibits rqiresenting Iccal, state and federal agencies, a i ta  non-profits and commercial exhiSitors 
Q x exhibit and reception featuring work inspired by cranes 2nd other wetland species 
I3 Fe<ormances reflecting the influence of crar,es on art and culture 
El ccccera!ion among several lccal, stat? ar,d federal sstr,ciis in Festival planning and implemen2tion 
H pmTotion of the lcca! economy through wildlife-relatid toc:ism 

0 

0 

0 

86% of regis:rm:s viers from outside Lodi 
73'73 of registiants viere from outside San Jcacuin County 
virtually all visitors from outside the  arPa e r y g e d  in local commerce (restaurants, gas. lcdging 
shopping) 

EJ 2 high level of participant satisfaction as rzgistsred by sunvey respondents 

-.  
I nz financial bottom line is critical to t n ?  success of zny activity, no rnattzr how interesting, exciting or 
ins,pi:ing t h e  program. From this standpoint I am pltased to report t h a t  t h e  1999 Sandhill Crane Festival 
zzhieved iis financial goals, m2eting all expenses and establishiEg a fund to assure that the 2009 Sandhill 
Crznz Festiv3.i planning can b q i i -  on a solid financia! footing. 

\ 



March 2, 2000 

Jeri Hansen, Executive Director 
Lodi Conference and Visitors Bureau 
1420 South Mills Avenue - Suite K 
Lodi, California 95242 

Dear Jeri, 

On behalf of the Sandhill Crane Festival Steering Committee, tbank you very much for the 
considerable time and energy you dedicated toward success of the 1999 Sandhill Crane Festival 

1999 marked the third year for this event, which provided a quality experience for participants and a 
wonderful opportunity to welcome guests to our community. Through programs, tours, exhibits and 
special presentations, the Sandhill Crane Festival engaged these guests in enjoyable, educational 
experiences that advanced the Festival mission to increase public awareness, appreciation and 
conservation of sandhill cranes and Central Valley wM/ife. 

None of this would have been possible without the support of many organizations and individuals. 
Your commitment to the Sandhill Crane Festival, as a member of the SCF Steering Committee and 
through coordination of Festival publicity, was critical to the success of the event. Appreciation for 
your efforts is shared by all who worked with you . . ,  and by those who came to Lodi to enjoy the 
sandhill cranes and our community. 

Once again, thank you for being such a major part of the 7999 Sandhill Crane Festival 

For the S C F  Steering Committee, sincerely, 

K e n n e t h  C. Nieland 
7999 SCF Stzzring Commitke Chair 





Western Association of Conference 8t 
Visitors Bureaus (WACVB) 

1 fornia Travel Industry Association 
I 

e 

sociation of the CA Division of Tourism 

al Valley Tourism Association 
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hIarch 7, 2000 

Cn L I F O  R H ,,'L 
T R A V E L  MARKET 

Mark Chandler 
Exec 11 t ive Direct or 
Jeri Hnnsen 
Lodi Conference & Visitors Bureau 
1420 South lcfills Ab*enue, Suits K 
Lodi, CA 95242 

Dear Mark: 

On behalf of the Board of Directors and members of the California Travel 
Iridustq, Association (CalTI.4) and our Californin Tourism (CalTour) 
partner, tve v , ~ u l d  like to thank you for your p m o u s  sponsorship of the 
2000 California TrLLvel ICIarkst (CThlj held Febniary S-1 I ,  2000, in San 
Jose. 

Thz 2000 CThI ~~c 'as a spectL~cular SLIcCejs and your participation helped 
ensure this event's future! The 2000 CTlI  experienced a 12 percent groivth 
of buyer de lep tss  u i t h  buyer and press pxricipmts representin,o 15 
countries, and 1 19 exhibitins organizations rsprssenting all of Californin. 
Santa hlonica and Palm Sprinss n,ill be our host cities February 19-22, 
200 1 .  

Thank you a y i n  for your contribution. I[ demonstrates, once again, your 
n.illingness to s~ipport the efforts of CdTI.4 and CaIToiir, and is genuinely 
appreciated. 

Sincsrzlp, 

k/&/ q.r!2+&2 A?f?2?k B&P& 
hIichasl Gdlasjier Carolins Be tc ta Diane Paskerian 
CThl Co-Chair CThI Co-Chnir Sponsor Chair 
CulTIA Board hIembtlr 

1 I G/C 8 ID P: t i 



~~ ~ 

Thanks To Our 
2000 California 
Travel Market Sponsors 



\ /  

Our Thanks to the Generous 
W o r n i a  Travel Market Sponsors 

~ ... . .  ... , . .~ . .. . . 



September 16, 1999 

hIs. Jeri Hansen 
Executive Director 
Lodi Conference & Visitors Bureau 
1320 South blills Avenue, Suite K 
Lodi, CA 95242 

Dear Jzri: 

Congratulations, you have bsen sslsctsd as a recipient for a 1999 R’ACVB educational scholarship, 
sponsored by the !Vestern Association of Conbtntion & Visitors Btireatis! The members of thr 
Scholarship Corni t tee  join the Board o f  Directors in offerin2 their con,oratulations to you. 

The scholarship is for attendance at the 1999 \\’ACVB Annual hleetins, October 14-17, at th? 
‘Hiotel Capitain Cook in Anchoraze. The scholarship includes Annual hIeeting rqistration, travel, 
three nights of lodzins, and sroup meals during ths meeting. A copy of the Annual Meetin,o 
brochurz is enclosed for your re\,ieiv and iise. 

Please check fli,oht schedules and contact me with your desired flisht dutes and times. If Alaska 
Airlines s e n k e s  j’our destination, your carrier ivil l  be Alaska Airlinss (b~i~\~.alnska3ir.com). 
\VACVB staff \i . i l l  have your roundtrip airline tickst fomxded to you under separate cover. Your 
room restnation at the hots1 \vill be listed under your name. The rsservation covers room and tax 
charg=s only (incidentals such as telephone calls are not included). If J’OU ufish to stay more than 
t h m  nishtj  in Anchoras?, thc extra night(s) are your responsibility. 

A h ,  plsasz complete an Annual hJIeetinp registration form and send i t  to the WACVB office. If 
you tvish to so on the Sunday cruise, pIease send the cruise f x  dons \vith your registration form. 

If ,  for any reason, you are tinable to pnrticipate in the scholarship prosram throuzh attendance at the 
Annual hlzztin,o, please contact me immediately at (916) 443-9012. 

Again? I am pleased that you have been selected for this Association-sponsored scholarship, and 
look f o r n x d  to seeing 4 - 0 ~ 1  i n  October at the Annuclf bIeetin,o. 





S A N  JOAOUIN 
CONVENTlON 8, VISITORS BUREAU 

August 22, 1999 

Geri Hansen 
Lodi Woodbridge Winegrape Commission 
1420 South Mills Avenue, Suire K 
Lodi, CA 95242 

Dear Geri: 

Thank you for donating the scnimptious gift basket for the drawing at our Annual 
Installation and Awards Reception. , 

All in all, the event u'as a great success, largely because of the many individuals and 
orsanizations ready to lend thsir support. ?Ve appreciats the role you pla>.sd in helping 
u s  install our new officers and honor those ivho promots tourism in our community. 

Sincerely yours, 

Ann Sternal 
Essctitive Director 



September 29, 1999 

Thz first California Rural Tourism Confersncs in  rccent histoq, has been completzd 
and bq. all accounts seems to h a i ~  been a big S L I C C ~ S S . .  . due in large part to >*our 
participation. 

I can't begin to thank >.ou for takinz time out ofi\.hat has to be a busy schedule to 
participate in the confsrsnce and make a pressntation at one of our sessions. The 
fedback  I've hsard from those in attendance \\.as that sach and e p t r y  session ~ v a s  a 
~ A u a b l e  experience. The most frequent comment ivas that the sessions ivere specific 
and to ths point, n i t h  rnatzrial przsentsd that can be used in  a \.en. practical manner. 

I hope J-ou enjoj.sd thz time j'ou spent w i t h  its and i n  Palm Spring, and that you LviII 
rsturn azain some day soon. 

Jen Hansen 
Exec u t ive Director 
Lodi Conference R: Visitors Bureau 
I420 South Mills Avenue, Suite K 
Lodi, CA 95242 

Dear Jeri, 

. . .  

. .. 



November 12, 1999 

Jeri Hansen 
Executive Director 
Lodi Conference & Visitors Bureau 
1420 S. Mills Ave, Suite K 
Lodi, CA 95242 

Dear Jcri: 

On behalf of the CalTIA Board of Directors and Rural Tourism 
Conference Planning Committee, we extend our sincere 
appreciation to you for speaking at the 1999 California Rural 
Tourism Conference on Tourism, held September 26 gL 2s in Palm 
Sprinzs, California. 

As you well knotv, speakers play an important role in the overall 
program. Thanks to your participation, this year's Rural Tourism 
Conference was a rzsoundin,o success. Your presentation was Lvell 
received by conference attendess, who expressed great 
satisfaction on an outstanding event. Enclosed, for your review is 
a summary of the attendee conference evaluation. You'll find that 
the conference delzgates were pleased with this year's event. 

W e  thank you q a i n  for contributing your time and expertise. It 
is bscause of dedicated professionals such as you that associations 
such as CalTIA are able to continue to be of service to their 
members. 

1 7 3 0  ( ' 1 ' '  S T R E E T .  S L I T E  2 4 0  o S * C R A W E \ T O ,  C A L I F O R Y I A  9 5 8 1 4  B 91 bt443.3703 F A X  9161443.8065 



Rural Tourism Conference Speaker Profiles 

Jeri Hansen 
Jeri Hansen is Executive Director of the Lodi Conference Rr Visitors Bureau (San 
Joaquin County). The bureau was created in 199S, through a partnership benveen 

the cit).. of Lodi and the Lodi-Woodbridge Winegrape Commission, to promote the 

area’s uine-related tourism, attractions, events, and facilities through tourism 
marketing and  collaboration with cornmunit). and business organizations, recre- 

ation associations, and cultural service organizations. Prior to her appointment 

\vith the  Lodi CVB, Hansen Lvas Program Director for the San Joaquin Farm Bureau, respon- 

sible for agricultural policy issues re1a:ing to land use, water, and environmental affairs, and the 

development a n d  implementation oi  the Farm Bureau’s media relations and agricultural 

educat ion programs. She previously held positions in eshibic and program management within 

the fair industry. Hansen is a msrnbsr of the Agri-Tourism Working Group through the Univer- 

s i v  of California’s Small Farm Cenre:, tvhose central mission is to carry out  applied research 

and  educational activities in suppon of agri-tourism; the Public Relations Director for Califor- 

nia Women for Agriculture, which focujts on legislation, education, and public relations for 

the  agriculture industry; and on the University of California President’s Advisor). Commission 

for  the Department of Agricultur: and Satural  Resour:es. Also active in the Lodi community, 

she recently helped develop the Lodi chapter of ths Wine Brats, a national wine enthusias: and 

education organization. Hansen holds a degree in agriculture business management and 

agriculzure policy from Cal Pol: Sar, Luis Obispo. 

Eileen Hook 
California Tourism’s Rurz! Tourism Liaison, Eileen Hook, coordinates the Califor- 

nia Countryside giant p:osram by assisring rural communities with development of 

tourism potential and p:or;..otion, and tracking of trends in the rural tourism field. 

She also serves as the Ca!iiornia Tourism Director’s Alternate to the California 

Roundrable on  Recreadon, Parks, and Tourism. Additionally, Hook is Research 

Analyst for California Tocrism, analyzing tourism statistics-demographics, 
economic factors, visitor volumr and expenditures, and trends in the tourism and travel 

indUStr~-fOr both domestic and i n r z u t i o n a l  visitors to California. Previously, she xvorlied for 

many years as a State Park 1nterpre:cr for the California Department of Parks and Recreation. 

V h i I e  in that  position she developed interpretive plans for visitor centers and exhibits, and 

p r e p r e d  general plans for v.%!t v t r i s ~  of State Parks.  Hook holds a bachelor of science dsgrer 

1:. r-.srca;ior, and park adr!ix!i::J:. 37.. w:?. a s?s::z.:zi:!or. in environmsn:a! in:srpxx:!o:, 

i:oT csu S21:3T,m:o. 

. 3 .  
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OFFICE OF THE G O V E R N O R  

October 1, 1999 

Jeri Hansen 
Exec 11 t i  ve D ire c t or 
Conference and Visitations Bureau 
1420 South Mills Avenue, Suite K 

1 .  

Lodi, CA 95242 

It Lvas nice to see >feu. I look fonvard to working with you on issues 
pertinent to the Central Valley and will be available to discuss any potential 
concerns. 

If I can be of any fiirther assistance, do not hesitate to contact me at my 
office. 

! l o  
'.\ LP 

'Chad Condit 
Assistant to the Governor 
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EGOHOME IMPACT OF CALIFORNIA WINE 
HIGHLIGHTS 

1 FULL ECONOMIC IMPACT* OF WINE ON THE CALIFORNIA ECONOMY 

$ 33 Billion 

The Number 1 Finished Agricultural Product from California 
(retail value) 

Number of Wineries 847 

Number of Grape Growers . 4,400 

F ul1- t im e E qu i va 1 e n t Jobs 

Wages Paid $4.3 billion 

145,000 

Wine Produced ( 7 j M  Bottles) 2.6 billion 

Retail Value of California Wine S 12.3 billion 

Wine Sales Growth Rate 
(Compound Annul Rate 1991-1999) 

12% 

Tourism Expenditures S 1.2 billion 

Numbsr of Visitors 10.7 million 

Taxes Paid (~a l i fo rn i3  T O ~ A )  

~ ~~ ~ ~~ 

S lqbillion / S3.1 billion 

Charitable Contributions S63 million 
~~ ~~~ 

* Sum of totzl spending 



a 

County 
Napa County 
Sonoma County 
San Luis Obispo County 
Mendocino County 
Santa Cruz County 
Santa Barbara County 
Monterey County 
Alameda County 
Fresno County 
Amador County 

i 

3 

Number of \Vineries 
232 
172 
63 
41 
35 
35 
23 
22 
19 
18 

3 

All Other Counties 
Total in California 

3 

1 S7 
81 7 

3 

3 

3 

7 

1 

3 

3 

1 
1 
7 

7 

38 

3 

I 

ECONOMIC IMPACT OF CAllFORNIA WINE 
WINE CONSUMPTION AND PRODUCTION 

Table 1.8 
The Top Ten Counties in &umber of Wineries. 

1Vinsries mean tourists. (This linkage is quantified in Appendix 3.0.) Napa County has the most uineries 
of all the counties in California', and this lar,oe numbzr of uinzries Lvithin a concentrated area makes Napa 
a n.orldnide tourist destination. The wine industry in Napa County has created opportunities for 
restaurants, spas, and resorts. Further, the hi& concentration of smallsr wineries creates additional 
enplojment from sewices provided to business travelers working uith the \vine industry, and the 
spil!over benefits to Napa County are enormous. Tne coun? with the second largest number of winer ies 
i j  Sonona County, which also has the second most uinery tourists in California. Pockets of other 
coxxiss also benefit substantially from wine industry relatsd tourism. For example, Stanislaus County 
has a smaller number of wineries than Napa and Sonoma, howeP.er, those few wineries in the county are 
all very large and also attract large numbers of business travelers who contribute to the impact on tourism. 
Thz 817 wineries in California attract 10,700,000 tourists who spend S 1,200,000,000 in California each 
).'car. 

Distribution of Capacity 

RESE.lRCH - 11- 
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ECOHIJMIC IMPACT OF CALIFORNIA WINE 

+ *  

3 

Total Sales in 1988 County 
Sonoma County $ S  1,366,146 $230,518,333 
San Joaquin County 113,778,871 

r Nspa County 97,935,116 195,103,?20 
Montzrey County 57,002,433 168,970,805 
Fresno County 5 1,803,563 1 l0,619,0S3 
hfadera County 56,034,493 105,506,57 1 
bkndocino County 2 1,567,824 83,155,493 
Kern County 4 1,078,O 12 81,822,377 
Sacramento County 13,770,544 1 76,578,697 
San Luis Obispo Co. 14,969JOS 70,183,017 
Top Ten 519,357,332 I 1,311,563,273 
Total California S666,476,565 I S 1,595,613,654 

Total Sales in 1998 

1 
a 

9 

I 

1 
3 

3 

a 
3 

3 
a 
3 

3 

3 

GRAPE CULTIVATION 

Distribution of Grape Sales Revenues in California 

The total dollars from grape sales increased 140'3'0 from 198s to 1993. 

Table 2.5 
Top Ten Counties in Grape Sales Revenue. 

Li the past ten years, the value of thz California v,ine grape crop incrsased 140%. The total value of 
Sonoma County wine grapes is the highest for any county in California. The total value of Sonoma 
Couny papzs increased 183% from 193s to 199s. This change is drivsn by two factors: Sonoma 
Collnry has sigificant vineyard plantins and the county grows s q c s  for the highest price segment of the 
win? market. Duz to the high price of grapes from the coastal counties, Sonoma is able to obtain very 
high total dollars from fewer acres planted. As u,ith acres and tons, the top ten counties in terms of gape  
sales revenue account for over 80% of the farming incomz from wins gapes.  Appendix 2.2 details 
returns for all the counties growing wine grapes. 

Count of Growers by Acreage S i z e  Group 

,4ppmdix 2.3 shows total acreage by farm size for each county. For example, in Alameda County, 
indi\.-iduals whose total holdings fall between 5 and 25 acres f a m  178.6 acres of wine grapes. 
Throughout the State of California, the largest group (110,703 acres) of \vine grape growers is those that 
~XT- more thzn on? thousand acrcs. The n t x i  largest s o u p  is u%e py Fou.ers that farm bemeer 500 
2nd 1 .OOO acres. a x o w r i n g  for 76.42j acres. .Appendis 2.3 also z o ~ ! i h s  . -  the fact that ther? a;? a 12-_1-. 

n l ~ k  ofsmz!ler uinc g a p e  p n - e : j .  For es izpk .  h1endocir.o Cow.~; is a significant winz gap?- 
s o n i c 2  r?gon, bu: i; does not havf a singl? ecLi7- thzt fa.mj nor=.  : k n  1.000 a c r s .  This diihotolzy i j  
p r k x i l y  dnz to th=. f x r  that in regions n.here ;:?s averazz price w: i O f  i j  1ou.u. higher producrior. i;..;?.ij 
ar,? Z C ' ~ P ~ , O ~  are required to operate efficisntl>. a d  profiabl!.. 

3 hlJ3 RESE.LRCH - 19- 



Economic Impact of California Wine 
1 

Tourism Statistics 
Number (Sliilions) u ' i n ~ n .  Tourist W i n q  Tourist Wine? Tourist U'inm Towis1 U ' m q  Tourist 

counry of  Wincnes N u m k  of T0uriS13 Winery Touris~s Expdiiur:s PJymll Employment Local Taxes Sur: T&X:S 
(jobs) 

6,671 11,000,000 5 5,000,000 43:.176,0C0 90.311.000 -.. 
L J I  

172 

63 
41 
35 
35 
23 
23 
19 
IY 
17 
16 
I4 
I2 
1 1  
II 
3 
8 
7 
7 
7 
I 

7 
6 
6 
6 
4 

4 

1 

1 
3 
3 
7 

7 

2 
I 
I 
I 
I 
1 
I 
I 
I 
I 

3.5 

6 1  

3.3 

2.6 
2.  I 

? :  -._ 

11.3 

3 

2.6 

5.2 2.000.000 
5.s 696.000 
1 .3 450.000 
2.6 230.000 
8.5 630.000 
6.6 26-1.000 

6 400,000 
4.4 13.400 

3 50.000 
4.1 4 I ,000 

15.3 195.000 
3.3 66.000 
9.7 29. I00 

30.1 51.630 
1.9 40.QCO 

!0.000 
20.c00 

36.6 20,000 
20.ocu 
zo.oc0 
20.000 
2o.oc0 

20.000 
20.coo 
20.000 

I0.CC0 
10.000 
tO.000 
1o.cc0 
10.000 
IO.CC0 
50.000 
IO,CO0 
40.000 
?.SCO 
2 . m  
2.500 
2.500 
I O.OG0 

2 .  I 2.500 
?.500 
?.X0 

5o.aco 

20 1.359.462 
1CO.210.4CO 

94.965.000 
41.963.2CC 
77.2 12.oco 
46.663.5Cd 
4~.146.300 

9.1 17.340 
1 !.759,CCO 
7.054.7co 
10.360.680 
8.500.600 
5.756.940 

I0.055.6?o 
S,411,7c0 
3.25j.CCO 
2.216.O:O 
1.32446d 
I , Z 4 j , W  

916.70C 
2.121.550 
1.033.4ZO 
I . tS7 .3 id  
1.01 9.3c11 

i i3 .9W 
2 3 ;.o-i:; 
3 j 1.220 
4C6.5jd 
3:5.760 
235,319 
166.100 
219,950 

4.312.43C 
633.6 1 3  

2.0 I S . 5 2  
50.230 
74.230 

117.075 
29.630 

671,390 
131.855 

90,030 
10; .055 

34,333.077 
16.9Sl.200 
1 6 , 4 3 3 0 0  
8. I20.300 

11, I io.400 
7,750,200 
9.037.600 
I .136,600 
1.505.000 
1.I93.900 
1.703.990 
1.279.000 
1.152.940 

1.954.50: 
4.351.2100 

525.700 
455.350 
231.677 
203.700 
133.400 
421.3w 
lj6.050 
194.550 
153.200 
I 11.250 
53.140 

53.950 
60,080 
23.720 
42.540 
43.260 
34.750 

7C4.200 
109.0 12 
3d2.700 

7.020 
I I .630 
15.543 
4.250 

I 17.930 
29.JjO 

13.030 
14.570 

2 , 5 5 5  
1.13s 
1.233 

526 
916 
542 
530 
I07 

133 
99 

119 
I00 

8 5  
I10 
131 
40 

23 
13 
I 7  
9 

2 ;  
I 2  
15 
I? 
9 
4 
5 
5 
4 

3 
3 
3 

50 
8 

37  
1 
I 
1 
0 
9 

I 
I 

7 

3.7 12.692 
1.337.200 
1.575.000 

893,200 
I .9i1.200 
1.223.100 

704.900 
147.510 
116.000 
112.000 
190.020 
I10.800 
I4O.UO 

235.603 
I 9  1.600 
43.000 
37.100 
26.455 
14.550 
13.400 
35.700 
12.850 
11.650 
7.350 

II.220 
6,650 
4.580 
5.510 

2.990 
2.190 
3.320 

93.205 
9.825 
39.400 

570 
730 

1.295 
310 

9.440 
2.595 

1-10 
790 

4 . m  

19.79?.000 
9.176.923 
4.437.600 
4.3;j.OOO 
1.746.400 
3.!43.900 

1.596.000 
35S.710 
543.000 
310.300 
49:,710 
391.200 
?32.400 
403.000 
3 3 . 6 S O  
164.700 
93.300 
11.683 
60.630 
r:.s00 

IC9.230 
43.900 
5-.350 
4j.3C0 
33.390 
12.020 
l.i.900 
19.1-10 
15.310 
15.370 
10.720 
10.570 

135.535 
31.43 
96.625 

2.610 
3.560 
6.370 
1.530 

2-.100 
9.163 
4.500 
5.010 

2.01 m o  



ECONOMIC IMPACT OF cAllFORNlAw1NE 
SUMMARY 

The preceding report amply demonstrates that the full economic impact of the California wine industry is 
tremendous, totaling S33 billion dollars in spending. The magnitude of this impact highlights several 
important wine industry attributes. 

Wine is California’s most valuable agricultural product. It is a highly capital intensive industry that 
requires si_pificant human and physical resources to deliver the finished product to the consumer. From 
vineyard development and grape cultivation to the sale of \vine through the three-tier system, the 
production and ultimate sale of wine is a highly complex process that involves numerous suppliers, 
distributors and senice providers throughout the value chain, compounding the economic impact. The 
high degree of physical assets required generates si-&ficant investment in property, facilities, and 
equipment and increases overall financing and tau revenues generated by the industry. As a branded 
consumer product that is integrally tied to terroir, consumers frequently become tourists. Moreover, 
some loyal consumers even become investors in publicly traded wineries. The unique aspects of the 
California nine industry have far-reaching economic impacts. 

As the California \\-he industry continues to @on. and mature, its structure n i l l  inevitably change over 
time. The nature of the industry n i l 1  also be aflectsd by changes in its operating environment, fiom the 
emergence of the internet to shifting demographics and consumption patterns. While the ultimate impact 
of any potential changes in the dynamics of the California ivine industry cannot be predicted, the full 
economic impact of the industry on the State of California n i l l  undoubtedly continue to be important. 
Armed with the extensive knowledge provided by this rzport, key government officials and industry 
advocates can protect the health of the California \ v i m  industry and ensure that the significant economic 
benefits it provides continue unabated in the future. 
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P. lour group of Canadian farincrs inspccts a barrcl room during a rcccrit visit to Motidavi's Woodbridgc Wincry in kccriiipo. 

Lodi quickly becoming a hot 
. __ ._ ____ 

Uy Urian Ross 
News-Scnliiicl slall wrilcr 

destination for wine tourism 



Paris, London, Napa, Capay 
. After  Thcy'z,e Sec)r Parer,  V'e 're  Goitttit Keep ' e m  Dotlin O I I  t h e  Fi7rui 

B Y  A D R [ E S S E  A L V O R D  

a 1 i  io rn i a fn r I;?. i n g i j d i 5: i  ng u i 3 he d 
not  on ly  bj. ir; variety, produccivit); 
a n d  innovation, bur also by the 

land's specracular nncural bcaucy and mild 
climate. The  co,isriil \.~lIe).s from Snn Disgo 
ro Sonoma, the VL1j[ Centr'il Y,illey strecched 
oiic bctn.een t\\.o mountain r,inges, che 

a nd \vi 1 d I i  k h ii  nr i ng p reser ves to dude 
ranches and  bed-and-brsnkfasrs. On-f.i:m 
tourism is forrn,illy ejt:1blijhed in several 
European countries-nocably England, 
France and  I t ; 1 l ~ - - ~ j  tvell as Ausrrali,i a n d  
N e x  Zealund. Sortie s[cltes in t h e  U.S., 
including Californiii, arc no\!. looking a t  
the kasibil iq.  of helping Lirmers establish 
agrocourism activities on their farms. 

Farmers benefit f rom agrotourism in a 
number of lvays. Besides providing addi- 
cion.11 income, hosting visitors for a d.1y or 
longer incrrJses goodivill and  i i n d e r s ~ n d -  
ing becsveen f'irmers and consumers, and  
m:iy creitte ii f'irm and produsc idzntiry 
K ~ C  ni l1  help siiltts in thc long run.  Some 
f,irmt.rj h.ive spoken ot' the need for a g o -  
roiirism 10 help urban residcncs u n d m t J n d  
rhc. chLllleiigej of f.irming, so r h i r  political 

grass). foorhill tsrr.iin-all this 
coiintr).jid: offers st ipfrb nnriiral 
vist'is 3s \vtl! a j  prosirnit? 10 ur-  
bnn a n d  t\.ilderncsj recre,ition. At  

2 a t ime n h s n  m n n y  sm,ill-sc:ilc. 
f,irrn oper.iiions arc  looking tor 

Z \v;iys to in<re,ise income, S O R l S  

are beginning to lij? their  losa- 
t i ons  to en r i i e  vis i tors  \vi;h agrorotlrijni. 

Xgroroiirism is n r::m rh.1; ~ ' ~ ; O I I I ~ J S S C S  

rrsreaKion.i[ a n d  eds:.irion.i! ,i:riviries on :I 
fLirrn or rLi:ich. Thcj: c.in incll.!Jt e i . e ry -  
thing from f.irm t(lt:rj, i i - p i ~ k  optrLi;ionj, 

C ~ t ~ i i ~ t ~ ~ : ~ d  o)r p . 1 ~ 2  I S  

. .  
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Cultivating Agri-t ourism 

Art hkets  Agricidtiire 

from a Dalette of 

alifornia is more than a land of 
beaches, mountains and sunshine. Its 
fertile soil and excellent climate help 
make it the hrgest food and 
agriculture economy in the nation, 

according to the California Department of 
Agriculture. hlore than half of the nation's 
fruits nni1 \..tg?t3bltlj come from bsuntiful 
California--and some crops, such as 
art ichokes and olives-arc grou-n 
esclusivel~-  in  th? Golden StLice. U'ith all  
this luscious vnristy available 
throughout ths s a s o n s .  it's no u.ondsr 
[hat people flock 13 festivals, fJrms and 
\vineries ti) experience a taste and 
colorful display of nliturc. 

fresh fruits and vegetables. It's another 
reason for families to come by and enjoy 
the fun. 

Fotiiidntioti of Fanlaus 
"Cal ifo r-Ti irz Cu isi lie 'I 

Chefs like Alice \Vnters O F  Chez Panisse i n  
Berkeley hnve long 
emphasized the 
connection of the farm 
to the dining table by 
naming special dishes 
on  the menu after the 

farm from whence the ingredients came. 
Unusual. fresh ingredients, regionally 
(and nun)- times organically) grown, have 
become the foundation of ~vhat is noxv 
knoun as "California Cuisine." and 

I ~.. . 
It's n Festival 
From succulsnt 
strau.b<rries to 
gignntic s Idetitqy lvi t l l  Agticultim 
pumpkins,  5 Some destinations-such as Gilroy a n d  its 
Ca 1 i fo rn i a 

established the Golden State a; a cul inah 
mecca for residents and travelers alike. 

- 

$ tasty garlic-are s)non)mous ai th  an - 
Features an  
abund,ince of fsstivnls in ever). a x a  of the 
state devoted to produce. "Every fruit  and 
i.exet3ble in Califomin is celebrated 

agricultural product. Koa. in i t j  2lst )-ear. 
the Gilroy Garlic Festival is still packing 
them in from around the world. Nearly 
130,OXJ ~ r o ~ l e  - 

someplace," s-a).s th: California Festii-J!j 
and Events Ajsociation. 

L L  

sampled the 
bulb this year 
in eL er).thing 

E from main 
dishes to L - 
a t te nd.1 nce 
desserts-and j 



Agri-t ourism- 
Our Authentic Stories 
By b h s  SiasurnotoD 1999 
Farmer and author-of EpitnphJor n Prnch 
and Hanest Son 

'gri-tourism-the term conjures 
imnges of iisiting California's rolling 
hillsides of grapes and orchards, 
u.aking up to early morning dew 
kissing the luscious produce along 

the coastal and inland farming areas, 
sro)ing lvhere the aromas of ripening 
fruits hug the earth during evening ~ v a l k s  
in the Central Lille): 

But the image runs much deeper b h a u s e  
a t  the heart of agri-tourism lies authentic 
storics-a tale of people Tvorking the land. 
On our farm, our story necessnrily 

The phrase "tve arc tvhat Ice eat" suddsnly 
conies alive on o E r  farms as my glttstj 
~ v a l k  the fields, feel the subtle changcs in 
s w t h e r ,  and t3 j t<  the nuances of nature. 

The poiver of storicrs 
disringuishes agri- 
tourism. Farmers like 
myself and my 
neighbors livs OR an  
edge, esposzd to naturc, 
isolated from contiolled 
environments. Ytt  this 
landscape promises a 
s~oT).' about the 
rrnnjformation of 
barren land into a lush 

includes the hard physical work Li-here 
sweat becomes mixed nith hope and a n  
unfolding drama of partnering t\ith 
nature, a precarious balance between 
forces that can produce some of the 
richest bounty in the world and stveep i t  
away within minutes of a violent iveather 
front. These are not dramatic 
reenactments4 am not an actor nor  a 
stage character-the strength of agri- 
tourism remains physical and direct- 
visitors can see, feel, touch, htar and m t e  
the meaning of my farm life. 

\i'isitors who venture out of the cities have 
the opportunity to connect with ths most 
basic of our needs-the culture of foods. 

ibith the intent to share intimate 
conversations. %'hat xve have found is this: 
people long for a connection uith food, 
Hith a place, and the human element that 

is required to grow juicy 
peaches and sueet grapes. 
The farm provides the 
stage, our  stor). crsatcs 
the experience. 

If  done right, our  work 
touches the guest's 
memory-my peaches stir 
the memov  of famil). on 
the land, the scenc of 
dqing  raisins conjures the 
image of a fxni ly  kitchsn 
andbaking cookies. Agri- 

tourism done right connects nith and 
elevates personal esperience. From my 
farm a guest takes home a story  their o\\n 
tale that is told and retold like a good SCOT): 

Agri-tourism offsrs,\isitors sornsthing real 
and honest. Farm familiej don't have a lot 
ta hide, our fields are  ni3t secluded bthind 
iv3llj .  O U T  icork is nor condvctzd pri\,atcl>. 
in  office buildings. ii.hcr. told 35 a ston; 
this authenticit). conve).j t h t  rta1 nature 
of our land. I r  r sni~ins  an csprrisr,ce 
p?ople long for-somethin: I t ry  tc) 
capture both in my irnt ing and ir. rn). 
psaches and grapts. I t  c2n 3150 bcconit' a 
new golden han.est in ths fislds and f;lrnls 
of our Golden Sta:s. 7 

- 



A gr i cu 1 t u r a1 To u r is m : 
Emerging Opportunity 
E.wt.rpt?dfrom n presmtatioii b j  Desniond 
Jollj, agriciiliiiral economist, L‘C Davis, at 
ths Agritourisni i\‘orhshop, !\’af/xr- Creel: 
R m c h ,  hloriri County, h f q  27, 1999. 

hough agriculture in gsneral, a n d  
p 3 r I i c u 1 a rl “ h a  r r 1 n n d ” a g r i c u 1 - T ture, is in dsclinz, some pxts of ag- 

riculrure are holding their o sn .  Some spe- 
cialty crops and more entrepieneuria11y 
clrir-en P J . ~ ’  of agriculture a rc  not simply 
survii-ing.‘but thriving. iL*e are in a neu’ 
sct ofcircumstances, and s n n n  people \vho 
.lave :hz necessay skills and \ ision are dc- 
veloping a nelv agriculture. Thi j  n e u  agri- 
culturz is m o w  conjumsr-focnsed, and  re- 
s p o n d j  quickly and  d!rsctiy ta a n  emerg- 
ing set of interests, needs, ar,d dermnds 
by conjiimsrs. I t  i j  also mors closely linked 
to cldmfstic conwmsrs .  

This trend started back ir. the 19705, 
u.ith r?n incrsased interest in fxsh,  nutr i -  
tious, and hcalth-oriented products. Dur- 
ing that decade, kve also xvitnzssed a n  up -  
surge of environmental  concerns a b o u t  
protecting natural resources and biologi- 
ca! dii-crsir): Along \vith this increased con- 
cern about ou r  biological heriuge, a cor- 
o!lar). concern has evol\.ed with regard lo 
our  social heritage, ivhich includes the in- 
stitution of the f:unil>. fann. T h e x  concerns 
p<:t ris? to thc dri .elapm<nt of a host of 

Petring zoo residents awoit visi/ors a /  un ujri-tourism \urn, 

institutions to address them, including the 
University of California Small Farm Prs- 
gram. 

The Netv Agriculture 
Opportunitizs for farmsrs to respond 

to emerging consumer needs cam.? in th? 
form of progranij like the CaliFoini3 Cer- 
tified Farmers‘ h ia rke t  program. ivhich 
nxes;itared exceptions to CalilorniJ -4;- 
ricultural Cod? rtquiiementi  to rnablc th: 
kind of px!aging and merchandkin; h i  

t;tkes p l ~ c e  a i  FLlrmerj’ markets. 
Farmers‘ marks:ts f x i l i t a t f  a direct ex- 

change of valces b e t w e n  c ~ n s u m ~ r j  2nd 
produceis.  Origin2Ily. farmers’ m3rke~5 ca-  
tered to the emerging demand for farm 
fresh, diverse, fla\-oiful produce that con- 
sumers  ivers beginning to develop. B u t  a; 
importantl>: i t  a l b v e d  consumers to hay< 
a different kind of food shopping expcri- 
ence,  and consumer research shou.5 thz: 
consumers  increasingly value thesz a t -  
tributes. The \vhole qualit>- of the espcri- 
encc is pcrceir-ed by the consumer to be of 

- - C O ~ T ; \ L - E ?  P c:.+ 

Successful Agricultural 
Tourism Ventures 

rom Christmas trees to apple pies, 
agri- tourism thrives i n  unique  F niches across the state. On a 450- 

acre parcel purchased by his grandfather 
in the  19505, Riverside County f a r m e r  
G r e g  Palmer operates a %-acre Chr i s t -  
mas tree farm that draivs customers from 
89 rip codes  throughout southern Califor- 
niu. 

Palmer and  his brother David estab- 
lished the Live Oak Cnn).on Chrisrmns Trec 
Farm in 19SQ after seeing many local groxv- 
ers Ivith similar operations lvho appeared 
to be doing quire rrel l .  “ I  think both th ings  
ivere iilusions.“ laughs Palmer. 

Duiing ths past 19 years, the farm has 
espandsd to include thrce distinct agri- 
tourism seajonj.  Lush berries and fresh 
g a r d m  produce lu re  ci~storners from early 
June to early July, Lvhen berry buyers also 
get a c h n c e  to visit the farm‘s petting zoo. 
“Unlike many others, they can actually go 
in u.ith most of the animals,” says Palmer, 
Lvhose insurance agent gave him approval 
for this potentially liability-riddcn access. 
Palmsr s q ’ s  a claim ha; never been filed 
against him. 

Pumpkins take center  stage dur ing  
October, ivhen guests include school t ou r  

Agricultursl Tourism. Emerging 2 Guest Column 
0 ppo r t unity 

Successful Agriculcural Tourism 
3 Progiam News I2 Planning your Agri-tonrijm 

Enterprise: Risk hImagsment 
l’en tures 8 Resources 



Agricultural Totrisrn-FRotl P ~ C E  I 

a different sort when  he or she buys di-  
rectly from the grower a n d  can engage in 
a more primal relationship ivith the pro- 
ducer. I t  a l l o w  the consumer a kind of 
vicatious participation in this rich social 
heritage of the family farm. 

Mihoe/ Dimod leads a visioning sesshn on Be Cenfral 
Icosf. 

C o n  mu n i ty Sup  ported Ag r is ul t u re 
h x  gained a niche in agricultural market- 
in?  and has, for many frtmil), fiirnis. pro- 
vided the 'critical difference in their eco- 
nomic stabi1it)- and  social sustainr\bilit): 
t diversifies and adds staSilit>. ta their in- 

come srrsarn. and  provides inrercst free 
c ~ j h  for production. But perhaps as im-  
portantly, it forges meaningful rslation- 
s h i p  bet\.veen fLirmers and non-hrmers ,  
and betive2n u rban  a n d  rural  people.  
\[Any rnsrnbers of Community Supported 
.Agricu!tu:s programs spend set.eral days 
pcr  )'2.ir camping in tents at the h m ,  par- 
ticipating in the n.ork, and engaging so- 
ciLilly nich the farm family. 

So,  for many  in Communi ty  S u p -  
ported .Agriculture programj,  the benefits 
a x  rnors than jus: farm fresh produce. 
I b.2 benefii; e s t c n d  to p3rtiiiparing in the 

raral  farin espsrience and 1;nGiving that 
"asy  a x  choosing to help prsssrw a viial 
p3r1 of our sacin! heritsge - the famil), 
fJrm This p h f n o m e n o n  Isads dirFctly 
ir,:o the area o l  agricultur3: rourijrn. Like 
d ! : ~ c ~  m3rk+?tj and Conjur;..<r S i !ppor td  
?.::icC\tu:c, i! fiiiI:t.ircS 3:: c.schar?g< of  
,:l!IL!ej bst.;. f e n  t>,< cop,j '~m;': 3rd ths  
!.I I m C O X  7 L: n I L .  Agii CC! il: :I! to LI risn: 
:~ l i t j  m ~ r . > .  f . > r ~ n j .  inclcdi. ;  th: diii.t-hJ; 

ir. thpj< -.<ha p::'oni:s fz:n and r o d -  
5 ~ 2 ~  St3I :d j .  3:12 f2:n-i j t J J . 5 ,  ri.h<is pfopi t  

- 

c o m e  a n d  stay for several days on  the 
farm. Agricultural tourism includes edu- 
cational tours, dude ranchcs, agricultural 
heritage festivals, tasting events, ag mu- 
seums, county fairs, commodity festivals, 
(such as the Gilroy Garlic Festival), and 
a host of other events and opportunities 
for consumers  and producers to generate 
a meaningful exchange of values. Con- 
sumers ~ a l u e  the ambiance, the experi- 
ence,  the difference,  the cul tural  ex -  
change, and thc products. Farmers. get a 
sense  of satisfaction from providing posi- 
tive experiences for peopk. from relstion- 
ships that det,elop with these people, and, 
of course, from rccei\ing remuneration for 
their  efforts. 

At a recent agricultural confrrenct,  a 
member of the panel on direcc marketing 
discussed how she left a mid-carcer ex- 
ecutive position in Southern Californi3, 
and returned to the krnily3 apple o p c t -  
t ion.  There she grew the business, almost 

At the Wofsonville ogri-tourism meeling, Mito Gizdicb, right, 
addresses pcdiriponfr including Ramko lobo, form advisor, 
Sun Diego County. 

people interacting with your  clients o r  
customers, you will need to provide good 
training in customer relations and develop 
systems for quality control. The business  
becomes morc of a front-line vs. a back- 
room operation. 

The Role of UC Cooperative 
Ex tension 

The Small Farm Program received a 
g r m t  from USD.4 in 1997 under ths Fund 
for Rural  .lmerica Program to help foster 
an educational outrsach program on  ag- 
ricultural tourism in California. We knou* 
that many agri-tourism activities. such as 
frstiva!s, tasting rooms, and count). fairs, 
have besn going on in California for de- 
cades. But there was a need to uiden par- 
ticipation by serving as 3 catalyst for de- 
veloping the institutional framenork to 
enhsnce the spread of agri-tourixn across 
the stat?. 

In particular, the Small Farm Program 
has an intsrest in seeing how family f a r m -  
ers can benefit. To this er.d. the Sm311 
Faim Progr'im has developed a n u m b e r  
c f  pnrtncrjhips to support pilot projects 
rn diffe:mr parts of the sia:: - San 01- 

ego, XlJrin. and [he Central Codst. in p.1:- 
ti:u!xr. In e3ch area, thcr? i j  3 core of kt.!. 
people taking the lead in orp,i:ing s t z i r -  
in; comniirtecs: dci.elsping plans: includ-  
ing visions, g03!s and objscti.;es: and ds- 
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. .  signing a n  educational program that can 
empower family farms and rural  commu-  
nities to meet a growing consumer dc- 
mnnd for the rural and agricultural expe- 
rience. 

T h e  Marin effort is being led b), Ellie 
Rilla, UC Cooperative Extension hlarin 
County director. She collaborates xvith a 
number of organizations to organizs edu- 
cational programs on valuc-added prod- 
ucts a n d  agri-tourism. The S3n Diego 
project, also a collaborative effort, is led 
b). UC C0operatiL.e Extension San Diego 
stnlf mrtnbers Di,ins \ \ 'a\ \~ce,  county di- 
rt'ctor; Rarniro Lobo, small fnrm advisor; 
and Scott Parker, progrnm rcprescntative. 
The)- a r t  complc.ring a strategic plan for 
agri-tourism education and coordination 
in Snn Difgo County. T h t  Central C m s ~  
effort, sirnihrly a collabaritivr effort of 
toLLrism, agriculture, busincjs, and goy- 
ernnicnt participmr..j, is being coordinarcd 
b;; Jeff Rodrigut.; of rhe Saturn\ Rssourccs 
Co nse r v n t io n Se n,i c e . 
.-I s t 3 t su .  i d s  Ag r i  c u 1 t u r 31 To u r i j rn 

,\-orking Group meets psriodically td dc- 
flnc a n  educarion and rtstarch agcnd,i th.it 
can expsdits ths clcvelopmznt of agri- 
t o u r i s m  in Cal i fornia .  C o n v e n e d  by  
Dssmond Jolly, principal inrzstigltor, h e  
Agri-tourism Project is comprisrd of uni- 
\.crsity ressarch and  extension fJciilty> 
kirni a n d  conjurnzr ad:-isorj, a n d  induj-  
t r ) .  rcpccsentatives. 

National Steinbeck Center Adds 
Agricultural Wing in 2000 

ini Grwr. c'r,i?f e.uecL1tiL.e officer o f  the K~t ionn l  Steinbeck Center in S n l i n x ,  
Caiilorni.i. m n t s  tJ put  )-oar rrsmorics o n  loan. He  needs them to illustratg 
thz CenLrd Coast's asriculiural hijrory in chz center's soon-to-bc-built 

agrisultnial w ins  [I you are a Central Coast farmsr (Salinas c i l l c y  or hlonterrly 
County), t3kc 3 nornsnt  to search your famil:; nit'rnsntos for family farm stories. 
d i ~ r i e s ,  picture;, an:! historical objects. 

loan farnil:. ittnj in  the nsn.  tying. s z t  t 9  b r a k  ground in 2000. The u.ing is the 
rcsult o f  a coopsrl.tivc effort betiwen K3tion31 Steinbeck Center suppor t t r s  and 
farmers from ths ars3. 

Author  J s h n  Stcinbeck v-ns barn in Sctlinas, a tosm th3t publicly burned his 
book5 or, t w  oic2?jionj, bu t  ulr i rnatdy honored him tvith many acknov,ledgrnents. 
Stsinbcck dririv his inspiration from tS.s hnd and the peoplc tvho kvorked i t ,  and 
through hi5 book5 ht. clinrnpioncd a n d  honored the strength of their h u m a n  spirit. 

Built in 1995, the ccntsr honorin; Sreinbcck dra ivs more than 120,000 pcople 
annuall): G r x r  e:ipsctj that many of thsm ivil l  ivnnt to csperiznce l i f t  on  the l a m  
af te r  \.isitins i t j  nr::': agricultural x i n g  We invi tz j  Central Coast farmers rcndy lor 
ag:i - to L: r i j m  L- i  i i !,J i 5 t 9 co n t x  t t h c c r n t s r 1 x i  t h t o  11 r is t - rt' la teti fn  rm in lo rm 3 t io n . 
T h 2 t  infJrrr.3ri>n wi!i bs u j < d  to rcfcr Sa t io rx l  Steinbtil ;  Centsr visitarj t~ your 
C 2 n t i;\l Co2.j : - 3  :<J IJ rm 5. 

Td shLi:< y,)::: fJziil;,.'s Ccn:rs! C x 5 ;  rr,c-~r~!iiIiui o: to provide informa:ion 
nb~\ur  \.OL!: Cen::~: Coait f:\:::, CC:,:~:: t>,-;. S;n::on.i! j i s inbcck  Ctntsr n! Ons \fain 

"Pzop!t ltks to see and touch \hings," 5 3 ~ 5  Grser, x h o  w i l l  place donarcd o r  o n -  

..is C.4 C33dl; ( S 3  1 7%-3.53:: h r t p  :i:\...i,,I.s:i.inbcck.org . 81 
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d )  'Agri-tourism' opens aoor for 6 1 
extra income f ~ r  local farmers z 4 
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aonal WatcClable Wildlife Conferen- 
Poimiroo. Deputy Secretary for Tourism 

.:Cailfsrnia Trade and Cammere lqency  

tourism 

'Respons ib le  travel to natural areas 
w t y h  mnsewes the env i ronmen t  and 
imprbves the welfare of I-! people. '  
- Tne Ewtounsrn Smety 

- -.- ---II_ - - - ---- 

tourism Market Profile 

Gene41 Consumers i n t e re s t ed  in 
Ecctuism 
Exprienced Ecotourism Trave le r s  

. _ _  . ._.  .. . . ... 

ure-based Tourism 

Any tourism that focuses 
- Traditional TouEsm 
- Ourdmor Recreation 
-Adventure Travel 
- Wdlife Viewing 
- Ewtourism 

. - . , - . . - 
Upon nature 

tourism 

'An enlighkning. nature-onentsd, tavol 
experience that con~bu tes  to 
csnsewadon of the ecosystem, while 
i s s p e d n g  the integrity of host 
cornmcnit'es.' 
- Canadian Envimmenta l  Advisory Councl 

. --.-._I ---._---_--- 

(Scam. G&ne and Us?er. iwq 

i I Exgeriecced ecotourists - 7% Q f  U.S. 

# trave!ers - 8 million adults 
i Pc:rn:ial ecotourists - 33% of U.S. & tiavelers - 35 million adults 

5 5  Ps:intial market - 43 million adults g. 1 



tourism Market 

General Consumen - Live in large oh- 
- All age groups, 

nougn mit likely 
25-54 yn old 

- MOSW W U P ~ ~ .  113 
families - VJdI ducdled 

- 55150 male'f-le 
- Beaer man average 

inane  

Profile 
. . -  - - . -  . 

I Avid Ecolounsts 
- Live in all rrajor 

urban areas. mouc$ 
l tkdrr  in CallfDmla 

- 76%. 25-54 yn Old - Mosay couples. 111 
familes. 1/4 alone 

- vwy hqn ecuca:cn 
- 5Of50  mare/fwnale 
- MUG? h t g m  man 

ave-a i n m e  

tourism Trip Characteristics 
- -- ..- -I 

General Consumers rn Avd Ecotounss 
- 36% wdbng (0 

over $1.500 F& 
- 15% Wrl!irg to s=erd 

OWY s1.5oc per 
peocn pavxr 

ommodation Preferences 
. -. - - - .  --. . -.-- . -  

General Ccnsumers a Avid Ecotourists 
- C a n  - 14% - Cabin - 66% 
- LXswlnn - 14% - Lodgelml -6a9'. 

- Carr.or,cj - ir/. - Ompng - 995 
- a ~ 3  - I O ~ C  - B8E - 55% 
- HG:d - 55% 
- P.arc1 - 1% 

- Hctel - 41% 

- R a r c 7  - 40% 
- t*-<iiSe sr.0 - A %  - C n ; t ~ e  S h t ~  - 299; 

tourism Trip Ch 
_.-.-. .. 1 

General Consumers 
- GenetaIis3 
- Prefff summer. 
am shoulder. 
limned tnceres: winter - couples 59% - families 25% 

- wlde Lnp dumban. 4 - 
7 days to 2- weeks: 
eatour 8 - 14 days 

aracteristics 
- -  ---___ .-. . 

B Avid Etotounsts 
- Speaalrra 
- Prefer summer wm 

inteml in shoulder. 
m a  mnter 

- WupIa 61% 
- lirnittd hrnilles 15% 
- snqks 13% 
- vnde b'~p durabcn. 4 - 

7 d-. eSp 8 -14 

ivity Preferences 
- .--- 

General Consumers  rn 

- Wallung. 20% I 17% 
- Tounng. 24% I MX 

- Camp-. 11% I19X 

- Hiking. 24% 137% 

- F i ~ h t q .  11Y. I 16% 

- cyeing. 4% 18% 
- b'.%llfe V m q ,  
6% I 7% 

. .  

Avid Ecotourists 
- Hiking. 4.5% /60% - walking. 4% 18% 
-TW-. l O % I 1 1 %  

- Fmhinp. 9% 11% 
- CMPng. 23% I21% 
- Wing. 18% 125% 
- W"nldlife vmnng. 

14% I IS% 

ortance Index 
.. - -_ - . 

General Consurnen 
- CasL;al Walking. 1.84 
- L..i!Cll!t Vlealng. 

2 . X  
- Learning a% 

C;?;res. 2.18 

- Naxcla l  Pa* 2.25 
- ','dzoress sezc ;~  
: A; 

- i ir;-:eU.i;rg. 2 5 3  
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dlife Viewing 
.-__--_ --.- 

While not mentioned 
frequentty among 
preferences. was 
second-highest in 
importance to both 
general cunsurners 
and avid ecotourish. 

a Featured in 114b of 
most pogular tcur 
packages 

. - .-..__ 

eneral Consumen 

- MuRipk a&- 

- Taunng and camping 
- Mid-range Lodging 

(molelsmotels pe l . )  

Avid Emtourists 

M W n g  
- Walking. hlking. 

- Mulp(s aQrrba 
- m e .  rpecalued 
- Nahm and water- 

has& acmbes 

- Mid-rawe bdglng 
- G m p l l p  

(insmate. adventure) 

- 

t 

ire Ecotourism 
_._ . _---- 

General Consumen 
- Carda.  33Y. - U.S.. 31% 
- E*mm. 15% 
-ccnDJIsarth 

A m .  10% - Allsmw. 7% 
- A?Ka. 2% 
- ~ a c f c .  1% 
- 03er. 1% 

Destinations 
. .  

rn Avid Emtourists 
- Canada. 47% - U.S.. B Y ,  
- E m p .  4% 

- c e n o z l l 6 . ~  
Amam. 4% 

- Otcrr. 17% 

erging Trends 

Interest in soft adventure 
Travel trade growing 
Environmental concerns a f x t o r  in 
destination selec'ion 
Specific advities growing in popuiai 
Iscrease in educational travel 

._ ... . . ..-_--__ ._- - . - 

i P j  

ifornia Division of Tourism 

Four vacation typologies 
- Family 
- Romance 
- Reaeation 
- Naare 

Threaded throushout California's 
toc6sn marke!ing prcqam 

- -. .._.- --._ -. -- -_-_-.- . . . - 
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tuity. Watchable Wildhfe. Inc. is dedicated to 
helping cornmunilie5-ruml and urban alike- 
benefit both economically and socially. 

strategies to provide memorable viewing 
experiences for people that will make it  possi- 
ble to conserve habitats for wldliie. 

The rapid growrh in vlildhfe newing led to a 
US Watchable Wildlife 
Initiative of 1990. dubbed by 
Spozs Illusrated =-one of the 
most significant namnwide 
vhldlrfe programs since the 
Endangered Species Act o f  
19 7 3 was signed into amon- 
Fourteen governmental %en- 
cies and conservation organiza- 
tions signed a Memorandum of 
Understanding to promote conzwanon. rme 
ation and education through vddlde vlecring 
progrzms , -- 



How do these sfafisncs translate into 
real dollars? Here am a few examples 
of how ma1 communities are gaining 
financially from wldlife wmng:  

The 3.000 pamcipants in Bntish 
Columbla’s 3-day Brant Wildlife 
Festwal at Patkville and Qualicum 
Beach broughr 5420.000 Canadlan 
in revenues to the two cornrnunitifi 
in 1993. A 1994 srudy mirrored 
these resulij. 

- .  

Reraii d e s  for watchable wildlife recreation are 

4.5 times greater than annual  ws 
sa~es. The fi,pes are in. CVildlife viewing gener- 
a tes impr&\ e revenues. 

u r d  

VS: More than 62 million Americans 
Visitors fo Sanra h a  National 
Wildlife R d q s  in Texas during 
1993-  94 spent an  averqe  of 
$347/jxrson 2nd a total of $14  

parrici paced in some form of wildlife viewing, 

or narure tourism in 1996-nearly one-third 
of all us add&  idli life watchen spent $29 

million in local communities billion in a x e  and local economies during 
19%, a 35% increase eyer 1991 spendmg. 

* C ~ i x i i  4.1 million Canadim participated 
in Rildlife viewing 1596, or 18.6% of the 
adult p o p d a ~ o n .  That m e  y m ,  Britkh 

Colmbiam spent almost 9 0 0  million 

*The 28.000 elk 
viewerj who visited 
Colorado’s Rocky 
Mountain National 
Par!! in fall 1997  

on iviidlife Liewing in the province. In 
1991, Canadians 

spent an estimated 

$2.4 billion on 
wikilife \.ieuing 

ro w the annual 
divlay ci tqhq bull elk con- 
tnbuted more than SZ.3 million to 
Este Park ar;d surnundlrq cornmu- 
nitier 

0 The 100.000 plus birderj who visit trips and oudngx 

more than $10 million in local com- 
munities. This income come outside 
the beach season and is in addition 
to income generated by beach loverr 

People obxrving sandhill cranes 
along the Platte River in Nebraska 
generate $40 million in tourism dol- 
lars for local economies e x h  year. 

In 1992. visitors to Hawk Mountain 
Sanctuary in Penm$vania suppomd 
a minimum of 150 rstaurants and 
more than 6 5  motels. campsites and 
bed andbreakfasts. 

A 1993 study of birders who visited 
Cape Ma;/. New Jersi-y. documen red 
that they conrributcd more than $10 
million annually to the local economy 

BtniTo Trenno htij a ranch near firo 
Grande Cirj i n  Stai l  Cocnrt. Texas. one 
of t h e  pooresr reziofis in the US. He 
also shares the rezicn with AS5 bird 
species and  300 butierflyspecies. 
Places like Trevino‘s ranch can be . 
critical havens for  wildlife. since 95 



CALIFORhUA CONFERENCE ON TOURISiM 

Emerging Travel Trends and Lifestyles 
Keynote Summary 

EMERGIhG TRAVEL TRENDS AND LIFESTYLES 
Presented by Peter Yesmich, President & CEO of Yesanich, Pepperdue and Brown 
n-nw.ypb.com 

TIME is the new currency and 
most of us say we are suffering from TIME POVERTY. 

LIFESTYLE TRENDS 
+ A sense of possibiliq - an optimistic view and consumer confidence 
+ Seek more novelty and change. 7 out of 10 do NOT want to go where they have 

been before. Seeking new destinations and travel experiences. 
+ A ne-s definition of value = convenience 
+ A nen. definition of success = experiences not possessions 

+ Want to bring home “more than a tan” - intellectud curiosity, fusion of 
edu cation, ent ert ainme n t and 1 ei sure 

+ Shortened vacations, length of stay decreasing. hIost people now travel 4 nights 
or less, tied to a Saturday. (Sunday - Thursday or Thursday - Sunday). 
+ L’acations taken more impulsively 
+ hlore frequently 
+ Closer to home (three hours a m ) .  or less) 
+ By families A N D  singles (single adult population is growing) 

+ Need for simplification - want it bundled or packaged 
+ Travelers are more self reliant and willing to negotiate to get a better deal 
+ Want customized products and senices (“built by me” e.g. Gateway) 
+ An increasing erosion of tnist - advertorial vs. editorial 
+ Focus on the family - 1/3 of households have kids under 1s 
+ Generation of “ techknow” 
+ More travel planned on the internet 

+ , 

. 

The Possibilit). Agenda 

73% say they are better off today than S’years ago 
33% say the American Dream is possible 
63% n.ould welcome more noyelt). and change in their lives 
69% suy life has become too complicated 
67’)/0 su)- there is too much emphasis on  accomplishrnsnr: and  not enough on pleasure 
for plsasure’s s a k e  
3~Cl/b sn‘)’ they don’t have enough time 
56% s a .  the:. don’t have enough Ixc3tion tims 

Rmdom populxion smpling 



Sir b - Tr e n d 
DASHBOARD DINING 

21 = the average number of meals eaten while driving (1999) 
8 = the average number of meals eaten while driving (19S9) 

The  GRIP FACTOR - how many hands does it take t o  hold it? 
The DRIP FACTOR - the propensity of the product to  squirt or leak 
The DRIVE FACTOR - effect of design on our ability to swerve, pass or 
gesture with hands 

The new “fast food” and how we decide to buy it: 

, 

Sirb-Trend 

The Internet is in 42% of homes, and in 55% of workplaces. 
Average user is under 40 years old. 
The Internet has 67,COO new users daily. 
Average use time - one hour. 
Most searched keyword: SEX; second most searched kejvord: TRAVEL. 
35% use the Internet for travel planning, 
19% actually use it to make resen’ations. 

INTERNET TRAVEL PLANNING 

MEET YOUR NEW’ VISITOR: 
Looking for autonomy, diversih, and enjoyment. 
Relies on o v n  instincts and willing to negotiate for the best deals (and can 
n e g o t i a t e s u c c e s s f u 1 1 y ) . 
63% think their IQ is higher than average. 
Disloyal to specific brands and expect more from products and services. 
“Techknon.s” who want new experiences and want to t q  n e v  products and 
semices. 
Desire personalized service and products and feel that eveqone should be free to 
“do their own thing.” 
High on list of Things To Do: 1.) Have more fun 2.) Lose weight 3.) Organize 
myself better 4.) Take a special vacation. 
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How Regions Innovate 

Doug Henton 
President, 

hlilksn Institute 



Tourism development and promotion is a viable economic development activity for 
communities, counties and regions because each one possesses sites and attractions of 
potential interest to visitors. Tourism helps stabilize and diversity rural economics - creating 
jobs and generating state and local tax revenues. In San Joaquin County, travel expenditures 
amounted to $430 million, which generated over 55.5 million in local taxes and $19.6 
mirlion in  state tax revenue, (figures from CA Division of Tourism - Corny Travel h p m s  
J997). Dollars spent b y  visitors go right back into the local economy via the sales tax - 
which helps maintain the community’s infrastructure and fund a wide variety of public 
services. Simply, travel and tourism i s  good for the economy and for local communities. 

. 

Lodging Restaurants 

Entertainment Retail Stores 

Transportation Recreation 
L 

H a d v a r e  PI urn ing Groceries Insurance Laundry 

Advertising h la in  tenance FueVEIectricity Real Es:ate Legal Services 

bnd Their Employees Spend Money for: I 
Hard\*. a? Plumbing Groceries Insurance Advertising 

h\aintenance Laundry Auto Sales Fuel/Elect r ici ty  Telephones 

Doctorj Den t i s l s  Florisij Rest a u ran i j  Service S t at i on s 

En tertainrnent Recreation Drug Stores Retai l  Stores 

Alan\; firms are primary recipienis dealing L v i t h  visitors such as hotels, restaurants, 
attractions, retail stores or transportation agencies. 

Secondar), recipients oLVe al l  or part of their business volume to supplying or serving 
these primzry recipients: such businesses as liquor, linen, and food suppliers, real estate 
Firms, grocer)’ stores, banks or savings and loans. 
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What is the CVB’s Role? 

a Visitation 

Market i n g 

Image 

Word of mouth 
Market i n g 

Satisfied Visitors 

, Product Development Visitor Experience 
I nd us t ry/Co m mu n i ty P a rt n e rs h ips 

0 1999 OCG 



Local Benefits From Tourism 
Although the economic benefit is often the 

factor motivating most communities to get in- 
volved in tourism, many communities identify 
the following as other positive contributions to  
the community: 

0 Employment benefits 
0 Income benefits 
0 Diversification of economic base 
0 Tax revenues 
a Visibility 
0 Cultural Benefits 

As You consider the benefits tourism could 
bring to  your community, consider also the 
needs these benefits might meet. Table 1.1 is a 
chart for assessing community needs and the 
Potential benefits from tourism. The left C O l -  
Umn lists needs in three areas: economic, SO- 

cial-cultural and physical environment. The 
center column allows space for your responses. 
The right column suggests how tourism could 
fulfill certain needs. 

Figure 1.1 
Distribution of the Tourist Dollar 

I $ TOURISTS $ I 

Tourism and Employment 
The most impressive contribution of the tour- 

k t  dollar to the American economy must be 
measured by jobs. Travel directly generated 6 
million jobs in 1989. The jobs created by the 
travel industry surpassed those generated by 
priva:? ifidusrr:: in 1.5 states. In 1959, for each 
.%O.OiX s?en: in the United SLaws for travel 
t21iTisr.. or, t;?. averas?. one  job tva3 directl?. 
~ u p ? ~ r : e d .  T'r..is indG5:r stands oui a n o n 2  
r x j o :  U.S. ir.dustri.5 in cre3tir.g ne.v jobs. 
-r?~!s::ng ecor .gz i c  dotvr,.iurnl;. a n d  providing a 
ciajor source ofjob; for minorities. wornen a n d  
ycuth.  Figure 1.2 shows the grot\-th of  jobs i n  
19s. 1939 and 1990. 

. .  

2 



Table 1.1 
Assessing Community Needs and Potential Benefits 

BENEFITS from TOURISM NEEDS COMMUNITY ASSESSMENT 

ECONOMIC 

~n employment 

W h a t  t y p e s  of  p e o p l e  a r e  unem-  
p loyed? 

Tourism provides job opportunities for 
large numbers of  service workers with 
minimum skil ls. I t  would be a desirable 

Skilled7 . . . . . . . . . . . . . . . . . . . . . . . . . .  
proportions of those seeking work f i t  

Unski l led? this category I t  would offer little i f  
unemployment  resulted f rom a 

Part t ime?.  . . . . . . . . . . . . . . . . . . . . . . .  downturn in a high technology indus. 
t r y  

Full time? . . . . . . . . . . . . . . . . . . . . . . . .  

direction for development where large 

. . . . . . . . . . . . . . . . . . . . . . .  

Is unemployment seasonal? Tourism. i f  developed during the slack 
season. may ailow the community t o  
mod?rat; the seasonality problem 

Do young peogle leave the communi ty  Frequently low employment rates and 
to  seek employment'  __ cyclical economies cause the young to 

leave the community and seek their 
fortunes elsewhere Increased oppor- 
tunities can allow those who wish to 
remain lo do so 

Levei 01 Local Economrc A ~ f r * / ~ l y  

Are local bLs inesses and shops 
' ,  

exganding? 

stable' . . . . . . . . . . . . . . . . . . . . . . .  

decl ininS').  . . . . . . . . . . . . . . . . .  

Is the local  income level  belo,.*/ aver-  
ag? f 3 r  tne state' . . . . . . . . . . . . .  

Are you sa:isfied with tha diversity of  
s h o ~ s  and stores in your  area? . . .  ___ 

I f  your aw.ver i s  stable or " d x l i n -  
ins then tourism may gtve your local 
businesses the needed st~mulus 

To~~i : is rn ma/ increase the general level 
c '  econ0.r: c act ivi t j  and probuce a 
corrsspoqding increase in income for 
o*.vners and workers i n  businesses 
ranging from banks to retail s:ores to 
dry cleaners and other service esta3. 
I ishTsnts  Another possible income e f -  
fect i s  an increase in  the level of con- 
st:Lction facilities nevi  homes for 
o a i e r s  managers and employees o f  
tour ism establishments Caution is  
warranted in counting thls as a con- 
tiniring gain Since i t  may be a short  
t e r n  buildlng boom 

I f  no!. tbe expanded econcmic activity 
may provid? for more divers:ty 



Table 1.1 (Continued) 
Assessing Community Needs and Potential Benefits 

NEEDS COMMUNITY ASSESSMENT BENEFITS from TOURISM 

S fa bill fy 
I s  your community too dependent  on 
the health o f  one indust ry? . . . . . . . . .  

A r e  there seasonal  f l uc tua t i ons  i n  
loca l  economic activi ty? . . . . . . . . . . . . 

SOCIAUCULTURAL NEEDS 

Doesyourcommun i t yneed  a s e n s e o f  
id entity' 

H a s  your community lost  1:s sense  of  
herita;e3 

1 

Do members o f  your communi ty  un- 
derstand local cultural groups 

Are you sa:is!ied wi th  the diversity o f  
le isur? activities within your commu-  
n i ty? 

PHYSICAL ENVIRONMENT 

I s  your community concerned about 
increaspd pol lu f ion?.  . 

Does yol;r community have  a p lesan!  
apo eara ice7 

If so perhaps tourism could be advan- 
tageous merely because it diversifies 
the base. 

The potential o f  tourism would vary 
f rom situation to situation. In a farming 
community with emgloyment concen- 
trated in the planting growing. and 
harvesting seasons a winter sports de- 
velopment could meet a tremendous 
need Summer recreation would inten- 
sify an already serious problem 

The very act of engaging in an orga- 
nizzd effort can dsveloo the communi- 
ty's sense of 1denti:y The fact that 
outsiders spsnd time and money to 
 sit o n e s  community can increase 
community pride 

hlany programs will emerse around 
historical themes The act o f  develop- 
ing and promoting a plan o f  this sort 
may enhance residents' understand- 
rng o f  and pride in. their heritage. 

Promo:ing an ethnic background in- 
cresses exposure of this culture to 
both residenis and visitors 

Atiratt ions developed for tourists will 
also b e  availabls to local residents 

Litlle polulion i s  created by tourism 
rz la l i vp  to l h a t  of olher industries. such 
as heavy manufacturing An area's ap- 
peal n a y  depend upon maintaining. 
ra:her than changing. its environment. 
No amount 0 1  touris: fraffic or litter will 
in f lu twce the nature o f  a forest as 
greal ly a5  turning i t  into an industrial 
park 



The  development of a tourist  indus t ry  cre- 
a tes  jobs. Work will main ly  be in the  support 
industries, services a n d  wholesale/retail 
trade. '  A good number  of these jobs usually do 
not generate high levels of income for the 
individual or for t he  u r b a n  community, there 
a re ,  nevertheless, some impor tan t  benefits 
associated with them:  

Tourism can be a subs tan t ia l  source of 
employment a n d  a n  economic boost in gen- 
eral for t he  local economy 
There a r e  some jobs wi th  advancement 
potential such a s  in t h e  a reas  o f  amuse-  
ment,  recreation, public parks ,  cultural  
services and  motel or r e s t au ran t  manage- 
ment 
Nost clearly benefited kvould be the  youth 
of your community. iVhen they seek par t -  
t ime and  summer  employment ,  tourist in- 
dustry jobs may provide them the  opportu- 
nity to bvork in t h e  home community. .As 
possibly their  first job,  it may teach them 
valuable ivork skills, provide fu ture  job 
contacts and  develop a sense of self-n.orth 

Tourist industry development may provide 
another less identifiable employment benefit as  
tveN-new people, new skil ls  and new induj- 
tries may be brought into the  community, This 
could make your community not only a be:t?r 
place to live and  work, b u t  may act to attract  
additional business and  employment opportu- 
nities. 

Tourism and Income 

Developing a tourist  indus t ry  and attracting 
travelers will mean  more  income and profits for 
businesses receiving tour i s t  expenditures.  Ad- 
ditionally, t he  possibilities for new business 
opportunities a r e  more promising. Figure 1.3  
iliustrates the  increase in tourist receipts in  
19218, 19S9 and the  projected increase for 1990. 

Studies have shown t h a t  travel expenditures 
vary almost directly with the  number  of visits 
and substantially increase i f  visitors stay more 
than  one day. HoJvever, total  espendi tures  b? 
tourists in your community do not tell the 
\vhole story. Tu-o important economic fact.; 

+; [ . , . . L . - L  P '1 - -. of t h e  impts:  of tourisr?. or, bu.Gi:?e_;.: 
, - -  , . . L o r :  CLF,  be mad.;.. First. 3 par: ui'tht: g,jo?- 
2nd r.7.2:-:!.L>.15 u:seci 1;: 5a\cs b;.. >\I:.:: i!, 

- I  

related businesses comes from outside the com- 
munity. lVhen these bills are paid, this part of  
the traveler's dollar does not benefit the corn- 
munit? directly. Hokvever, the part of the tour- 
ist dollar t ha t  does stay in the area, usual11 
u-ages. profits and  additional expenditures on 
locally produced goods and services, does ben- 
efit the comrnunitj: Local income from tourist 
expenditures is largely re-spent in the area, 
leading to still more local income, more local 
espenditure and so on. A good esample of these 
direct and indirect benefits is in Jackson Hole, 
IVyoming, a popular outdoor recreation area. A 
local study of business generated from tourism 
showed tha t  56% of total sales in the area 
resulted from direct tourist expenditures and 
that an  additional 22% resulted from the indi- 
rect effects of income generated from the initial 
purchases, for a total of 78% of sales due to 
tourism. Figure 1.4 illustrates how tourist dol- 
lars are circulated in the community. 

Tourism and a Diversified 
Economic Base 

\Yhy diversity? Ask any cornmunit! svhich 
depends on one or a few large industries. lYhen- 
e\'er a localized or national economic fiuctua- 
tion ha: occurred. these areas have experi- 
enced high unemployment and the resultant 
economic and social consequences. Clearly. any 
area ivith a large number of various kinds of 
businesses iv i l l  have a smaller problem. Cities 
LvelcoDe an! kind of legitimate industry. but 
generall?. they must recruit new industry. I n -  
dl-isrries 2re less than  ansious to enter an  area 
ivirh 2 declining t a s  base or other problems. 
Therefore, cities more than not, find them- 
selves competing for industries and the odds 
a re  azainst them. Tourism, hotvever, can possi- 
bl;,. fi!l this gap. 

Tourism as a diversification industry has 
many zdvantages over the traditional tFpe: 

Ci:iFs are a normal and natural deztina- 
t i o n  for visitors as are scenic outdoor recre- 
a:igr, areas 
Tourism is grotving and probably \ t i l l  con- 
t i rue  t o  do so not only because income and 
:7 . s~ ! . e  T~RIE. are more plentih!. h ~ t  be- 
. .  

. .  . :,)x!.i.5i-a i_;  l,i:.g~.i). ur.e:i?l;,::ec! ir. 

0 .<.:.:- :h.~. isi50r :'t)r(:e i.< 
. - . . . , . . r rq  u i re; l i t t  I - " . < T T  

. ,  - .  
. ,  

. - - : .  . .  L ' J D I I C  i,!c!!l.lt..---,~~oc,i-. ;?', 
1 him5e;r' reqli irr3 j 'e~: (j: ;j-tr.c. 
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Figure 1.4 
Tourism and Your Community 

___ 

GAS FOOD LODGING A M U S E h l N T .  RECREATION 

7 

W A G E S  SALARIES PROFITS TAXES 

1 

L ' n U  
Y I 

THE COLlZVlUNITY 

Tourism, Tax Revenues and  
Government Benefits 

Generallv, as  the tourist industry espands. 
so do tax revenues. The most important t a s  
from the community point of vie\v is the sales 
tax.  IYhen tourist expenditures are  high, so are 
saIes tax revenues. Although estimating the 
impact of these additional t ax  revenues is diffi- 
cult, rough estimates indicate a figure of near- 
ly 15% of total revenues. I n  these same cities. 
this not only "pays the tourist 's \vay" but goes a 
long way to head off a financial crisis. 

Special taxes are often levied by comrnuni- 
ties. aimed specificall>. a t  tourists. The "occu- 
pzncy" t a e s  and er,:rance fees ?.re bzsed or. 
ti-.? ra;:ozz!e tna: tour ism tmpl>se+ CCT:L:Z p;:'c.- 
l i :  C O S : ~ .  ~ S C ? .  2.: i r . c r e x 2 2  PO; I<*  ?YII?c:I,!F.. 

i 1 I- 5u ETA< 5. 22- : : 10 E2. ! p 1: 5 ! ! c "2 : 1 i ! : ! =!.+ L ? ,-.Y r 
of nanurr.er-.rS and ~ u ~ e u m s .  This  I.< ?A:;i:l:- 
1 , -__  , -: T,. T ~ L F  I:. rurzl .  OI-!:C!L~O~ ~ - e : r ~ ~ . : : ~ ~ r . ~ . ~  ;:: 
ivi-..re toGr is7 .  2r.C i:s COS-; ;>.:'.= R:ij:c cie~:r.;. 
id e n c I P. ed . 
01 coxider25le  importance ir, F.;IP.~ z ~ e : i _ ;  is 

::?a d2clir.e of local arnsni:ies such a s  ~ E S C -  

u ;?. s , n o  n me i-; t 3 ,  1 i b r a r i e 5, h i 5 t o  r i c a i 5 1 t e 5 2 r.6 
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entertainment districts. Other areas are un- 
able to develop parks. recreational areas and 
other local attractions because of insufficient 
funding. These types of communities may find 
tourism to  be a solution that provides the 
marginal profit and revenue balance needed t o  
maintain or to  develop these services. These 
facilities a re  then  available for local use as 

well. 

Tourism and Visibility 



the wa1 west. The people living in these and 
similar areas, and the people who have es- 
plored them, know differently. 

A n  Active travel development program can 
help overcome these misconceptions and be 
economicaIlp beneficial in several ways. One of 
the most-important is community pride. If your 
community discovers that  i t  has something to 
offer visitors, something attractive enough to 
draw people from their home Communities to 
yours, benefits may naturally be forthcoming. 
Dodge City, Kansas, is a n  outstanding exam- 
ple. Through its rich “wild west” heritage, 
helped considerably by the television program 
“Gunsmoke,” pride in its history led to a fervor 
for additional activities in the 1930’s. Spear- 
headed by the Jaycees, their efforts resulted in 
the rebuilding of historic streets, museums and 
cemeteries, plus a number of new attractions. 
Dodge Citv, once just another “cotvboy town,” 
developed to the point t ha t  it now attracts 
nearly 400,000 visitors annually. Community 
pride made the community even more attrac- 
tive, enriching it culturally and economically 

Visitors, Lvhen meeting a proud resident, are 
Ilkel? to be shown more hospitality and have a 
beiter time. The visitor will stay longer and 
spend more money. He or  she tvill “spread the 
Lvord” about “a great place t o  visit.” I t  should 
be remembered that much of what  attracts 
visiLors also attracts industry. Kew businesses. 
or ones relocating. seek a popular and pleazant 
plzce t o  do their u-ork a3 well as profit from a 
g r o ~ v  i n g tour i s t trade . 

Tourism and Cultural Benefits 

The potential cultural benefits from tourism, 
though less obvious than economic benefits, 
mzy be equally significant. A carefullq- 
planned, wll-organized tourist business can 
benefit the resident through esposure to a 
variety of ideas, people, languages and other 
cultural traits. It can add to the richness of the 
resident’s experience by stimulating an  inter- 
est in the area’s historl; through restoration 
and preservation of historical sights. For in- 
s:ence. residents of Savannah. Georgia, Gnd?r- 
tach ii) r1s;i)re p o ~ t i 3 n ~  of the 016 cit2- a 2 
r:?.::?: 12: ::.::c p y i < < .  bl.1 h2L.e since disco.;e:?d 
tk.2: rb.. : r ~ ~ e y ~ , . z : ~ ~ > ~ - .  of their h?ri:a=. i - ,?~ 
ser---t4 a5 2 sr imcl>is  f:)r ;ourisr;?. To&:,.. G Y . ~  c*f 
:t? 7.2;):  r-izhlt:b.:s f ~ r  rhe visi tor  is a to:: o f  

or:: dijsricr. T?,l:s. tourizr.: is no7.i- 2:. 
: r . ;~~rx in :  soxrce of r*vexues for fur:her his:o:.- 
icz! res;orz:ion 2r.d pre5en-ation. -As a biecez- 

? . .  
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restored historic Fort Conde Village. The 
result-a national prize winning restoration 
project and a n  additional incentive for tourists 
to  visit Mobile. The restoration and preserva- 
tion of historic sites as a facet of cultural 
enrichment need not be confined to larger 
communities. The little community of Bishop 
Hill, Illinois, (population approximately 200, 
received $700,000 from state agencies for resto- 
ration purposes. 

Tourism can serve local craftsmen by provid- 
ing a n  audience and market for their art. Taos, 
New Mexico, is a case in point. Long a haven 
for artists and craftsmen, tourism has provided 
a market for local arts and crafts and thus has 
served a s  a n  incentive for cultural creativity, 
Likewise, tourism has encouraged inhabitants 
of the Branson, Missouri, region (located in the 
Ozarks) to share their rich heritage of country 
music with visitors. 

Tourism need not result in drastic exploita- 
tion of resources or destruction of natural beau- 
ty. The famous Azalea Trail in hlobile, A h -  
bams, serves a s  a city beautification project. a j  
a source of citizen pride and as a considerable 
enticement for tourists. The Coastal Area Plan- 
ning and Development Commission of Bruns- 
trick, Georgia, has developed extensive guide- 
lir,es for outdoor advertising to avoid distract- 
ing, gaudy signboards. The intent was to  pro- 
vide the visitor with information while preserv- 
ing the natural beauty of the region. 

Tourism development can add features of 
entertainment for the resident as well as the 
visitor. Tourism in the tiny community of Bish- 
op Hill, Illinois, resulted in the construction of 
restaurants and a bakery which residents can 
enjoy as well as visitors. The above examples 
serve to illustrate how thoughtful development 
enhances civic satisfaction and pride. 

Remember, tosrists have more to offer a 
community than their dollars. They bring wi th  
them a variety of ethnic, geographic and socio- 
cultural esperiences. By establishing contacts 
betsveen people of different backgrounds. tour- 
ism offers vast opportunities for people to know 
and understand one another in a direct way. 

The attitude of the community’s residents is 
E X  important feature of tourism developr.ent. 
.A b.oj;iip OC indifferent cornmunit:,. wii: r.0: 
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Sewage and Trash Disposal 

Similarly, the demands of tourism on seivage 
and trash disposal may be small compared t o  
heavy industry, yet some communities are still 
not prepared to handle it.  From time t o  time, 
communities may face a moratorium limiting 
construction until the  local sewer plant is im- 
proved to meet required effluent standards. 
Trash and litter a r e  problems inevitable with 
crowds of people. Ample waste receptacles, 
both public and private, should be provided, 
and they must be emptied much more frequent- 
ly when tourism is a t  i ts  peak. Streets and 
public areas should be kept clean, and this will 
take added labor and public cost. You will have 
to evaluate needs in these areas and consider 
how improvements can be financed. 

R es t ro o m s 

If you expect visitors to tarry very long a t  
your community attractions, adequate rest- 
room fxilities will be needed. These facilities 
should be convenient and well maintained. 
A t 9  check the availability of public water 
fountains. Climate permitting, a few tax-sup- 
ported public fountains on main streets might 
keep the perennial ‘*Daddy, I’m thirsty” from 
dampening the holiday mood of the families 
you have worked hard to attract. Park facilities 
for the picnicking tourists might also be consid- 
ered. 

Public Safety 

Public safety implies largely police and fire 
protection. As tourism brings more people to 
the community, additional police wi l l  be need- 
ed to control croivds, assist visitors and handle  
any increase in crime. An influx of people offers 
increased potential for fires, both in buildings 
and in nature. You should evaluate the amount 
and type of additional protection needed. and 
determine how costs ivill be supported. 

Public Health and Welfare 

An influx of visitors naturally increases acci- 
dents and diseases that must be handled by 
local medical personnel and facilities. As far as 
welfare costs are concerned, tourism is often 
sought to increase local employment, which 
should reduce the costs of welfare. 

Operational Costs of Tourism 

Operational costs are encountered once the 
tourism psogram of a community grows to the 
size and stature that requires formal adminis- 
tration. These costs include the following: 

0 County, regional, state and national com- 

Promotional costs 
Survey costs (initial feasibility and ongo- 

Fund raising costs 
Office costs (part-time or. full-time help, 
office space, materials and supplies, etc.) 

missions and association costs 

ing impact and visitor satisfaction) 

Summary 

The development and maintenance of a tour- 
ism industry imposes demands on public ser- 
vices and costs to the local residents. These 
demands and costs are not without benefit to 
the  local residents. A careful assessment of the 
costs and benefits should be undertaken before 
development decisions are made. In Chapter 3, 
the discussion on Cost-Benefit Analysis in As- 
sessing Your Product and the Rlarket, wi l l  aid 
~ o u  in this decision. 
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W h a t  Does Your Community Have 
That Tourists Want? 

Determining w-hat your  communi ty  h a s  or 
can  develop is  another  impor t an t  s t ep  in deter- 
mining the  type of development  you  should 
pursue.  Most communit ies  have  opportunities 
to  expand their  tour i sm industry.  People a re  
interested in na ture ,  history, cu l tu re  and  all 
kinds of recreational act ivi t ies .  T h e  number  
and  type of a t t ract ions your  communi ty  could 
develop \vill t ake  some eva lua t ion  a n d  plan-  
ning. bu t  the benefits of this assessment  will be 
tvorth the  effort. 

Nature ,  fate or  creat ivi ty  m a y  have  already 
set the  s tage for your  communi ty  to  develop or 
expand a tourism industry.  Pe rhaps  no  single 
a t t ract ion in  your communi ty  could d raw tour- 
ists to the a rea  but  a combinat ion of a t t ract ions 
and  events may a t t rac t  t hem.  I n  fact, tourists 
prefer a package or var ie ty  of opt ions at a given 
destination. 

\Vho u~i l l  be intfrested in your comnrunity's 
oCttactions! Someone is in te res ted  in  every- 
thing tha t  has  ever been developed, b u t  \cheth- 
e r  or not enough people a r e  in te res ted  to make 
it economical to develop a n d  ma in ta in  will 
require some additional stud!. Use r  s tudies  of 
numerous recreation facilities she=- t h a t  use 
begins locally and  espanda  outward  in  propor- 
tion to the  uniqueness of t h e  a t t rac t ion  a n d  the  
vijibility or promotion t h e  a t t r ac t ion  gets. 

\That i.5 >our market potentiul! This  is a 
difficult quej t ion to answer  bu t  reasonable 
estimates can be made  if adequa te  information 
is collected and  analyzed accurately.  Some of 
the  factors which tcill influence j 'our  marke t  
inc ludc  

The closeness of major population areas 
* T h e  existence a n d  qua l i ty  of roads and 

other t ransportat ion ava i lab le  from the  
po?ulation a reas  to your a r e a s  

* The number of people t rave l ing  nea r  your 
a rea  Lvhq may Lvant to s top a n d  visit 
Tk.t ?.::racLior..: th;?: you  develop 

. .  Tk.7 I>:?.?: fdci!i:!e< tb.2: s ~ ? ? ~ r t  ~ c ~ l ; :  a t -  . r.. .- I ,- . 
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Th. price_; and  o ther  costs t h e  visitor mu_;: 
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Assessing Your Product and the hlarket, Chap- 
t e r  3,  will aid you in evaluating your market 
potential. 

A community must  determine their poten- 
t ia l  to a t t ract  and hold tourists. Some commu- 
nities have enough attractions and services to 
be a destination s i te  for tourists. Other commu- 
nities recognize their  greatest potential is in 
a t t ract ing visitors for only a short time while 
they a re  passing through or  near the commu- 
nity. 

Why People Travel for Leisure 

Surprisingly, little appears to be written 
relating t o  the  motivations uhich  induce lei- 
sure-time travel. A differentiation must be 
made betu.een business travel and leisure-time 
tra:.el. I t  is recognized tha t  business travel, to a 
convention for example, is very often closely 
associated with tourism. A conventioneer may 
spend much of  his.'her time on business aspects 
a: the  convention. but in the remaining time 
may be a typical sightseer. Indeed many con- 
\.ention zsendas  a re  planned to allow time for 
con\.en:ioneers, and often their spouses. to en- 
joy the atLractions of the host community. How- 
ever. t h i j  section is not Lvritten for the business 
trz1;eler escept as he,'she is involved in leisure- 
t ime ecriiity. 

. 

hlotir'ution in Tourism 
Touristj' descriptions of travel sites general- 

ly yield words such as: "fascinating." "interest- 
ing." "simulating," "esciting," "adventurous," 
"e n t er i 3 i n i n s  ." '' fun ," '' n e LV e s pe r i e nce . I '  ''d i f- 
ferent." *.educational" and "broadening." M o s t  
of  these descriptions seem t o  point out that 
'.rjifferer.ccS'' form the basis for travel. An idea 
of  ho7.r. people refer to travel and tourism is 
illus:rz:ci! b;; these quotations from an cnpub- 
!,<!?<< +';-:-:': 
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“We consider the chi ldren a n d  what  they 
would enjoy along wi th  t h e  vacation being 
educational and  enjoyable a n d  something 
different t han  usual.” 
9Ve like scenery.” 

The i-mplication of these typical comments  
suggests t h a t  the need for change is their pri- 
mary motication-the need for a different expe- 
rience or a different envi ronment .  Tourism is 
regarded as a special form of play involving 
travel or “getting away from i t  all,” t h u s  pro- 
viding a relaxation from tension.  

If, as stated earlier, t he re  i s  a need for 
change and  diversity, t h e n  t rave l  a n d  leisure 
activity takes  its place near the top of touris t  
priorities. JYhile it is t r u e  that some groups 
may perceive a quiet vacat ion a t  home to be a 
change in  itself from t h e  hect ic  conditions of a 
busy office or factory job, m a n y  more  will feel 
even a series of backyard vacat ions can become 
dull a n d  routine and  requi re  a “change.” Oth-  
e rs  u i l l  require a learn ing  experience,  a high 
pitch of excitement and  a comp1ete.difference 
in environment  in  order t o  relieve t h e  tensions 
of boredom and routine activitj: T h e  high level 
of affiuency, therefore, a1lou.s modern societx to 
be- highly selective in  sa t i s fy ing  its tourism 
needs. hlan: people a r e  now financially capa-  
ble of self-improvement a n d  t ravel  is often t h e  
form of acquiring it .  

Consistent with the  broader  definition of 
travel motivation to include social s ta tus ,  men-  
tal 2nd physical satisfaction, a n d  t h e  need to 
develop one’s own potential a n d  aesthet ic  appre-  
ciatior-., t h e  following list of motivat ions should 
be studied. The: may be utilized by t h e  tourism 
investigator to determine if t h e  proposed a t t rac-  
tion can provide any of these  satisfactions. 

Ethnic Tourism. This  is a form of tourism 
which may be thought of as appea l ing  to a 
curious, people-oriented tour i s t .  Such  a tourist 
is interested in observing how people in  other  
environments live, work a n d  play. To i l lustrate ,  
a person whose family or igin i s  i n  another  par t  
of the country may wish t o  visit distant rela- 
tives. research his  family t ree ,  vis i t  h is  birth- 
place or the  land of his forefathers .  Eishop Hill. 
I l l i co i t .  is an  i1lustra:ion of a \.-cry ear ly  Sive- 
disk s?:tlemer: ~ v h 2 r e  many peop!? of Slsedis:. 
OTIZ:?- ma;; fr.2 i: er,joyab!e to see h0t.v their  
;ort?:s:~.e~: I:-:d 2% exp!ore the i r  n:i:ion:?! 

>-,::;.:!:ieS z::h 2s i.isittng a diff?rc?nt er?s-i- 
x~.r..;-ni t o  03_;e:,..~ 1ife:t::les of anorher 
e:nr.!c yroup mi::?: fzj! i n  th i s  category. Tour- 
i z s  r i s h t  visit ar. Indian reservat ion or  t rad-  
i p z  cr.7:2r ou:-pos: :,; obseri-e na t ive  dances. 
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ceremonies, work skills and special characteris- 
tics of people with different lifestyles. 

Cultural Tourism. Taken in a narrower sense 
than  ethnic tourism, cultural tourism is spe- 
cifically intended to promote the transmission 
of knowledge and ideas. Notable examples are  
visits to museums,  attendance a t  musical o r  
dramatic  performances, participation in scien- 
tific or archaeological programs or organized 
tours. Cul tural  tourism may include the vestig- 
es of a vanishing lifestyle. While h’illiams- 
burg,  Virginia, might  qualify as historical tour- 
ism, it also has  some characteristics of cultural 
tourism. Activities may include folklore perfor- 
mance, authentically costumed participants, 
examining antiquities or observance of “old 
t ime days” or “pioneer days” or special cultural 
events. hIajor attractions are  often re-creations 
of a former e ra ,  not necessarily of historical 
relevance, bu t  a visual reproduction of a by- 
gone atmosphere. 

Historical Tourism. This form of tourism 
revolves around glories of the past. Destination 
activities might include tours of monuments to  
honor a famous event, the birthplace of a 
famous persona,ae, ruins, battlegrounds or a 
building such a s  Ford’s Theater where an his- 
torical event occurred. Education-oriented trav- 
elers are verv much attracted to recorded his- 
torical events where they can vicariously relive 
the past. gaining a better understanding of 
histor) and nekvsxorthy events. 

Encironmental Tourism. Usuall? geographi- 
cally oriented. t he  attraction is primarilx the 
environr?.ent itself, a n  environment ivhich of- 
t en  is g e a t l y  different from the tourist’s point 
of origin. The attraction may be visual-sce- 
nery, the mountains, fall foliage, the ocean a t  
sunset  or  perhaps the rveather-or climatic- 
avoiding a cold snotvy winter. Essentiallv. the 
emphasiz is on nature .  Several motivations 
may apply to t he  same tourist. Nevertheless, 
the individual \vho is assessing the attraction 
should try to  determine if  any of these basic 
motivations can  be satisfied. Environmental  
tourism is the purest and largest form of tour- 
ism-the pure air. soothing cool mountain 
s:rearns. !.as: vista-; and panoramic viesl:s and 
e;-er. tb.2 2.S;er.cil of other  hiirnan beings ;?c: as 
i., - -  en:ic+r.cz: The  abilit?. t o  capitelize ~or. :his 

<y!j i‘Z.T.i< ;,f r~$- .~a: i ,~?,a!  ac:lL.!:‘\’ to 
E- F. i‘ : ro r. r. e x 2 ! b 2 c k zro u 7.d 

“LhinCJ; :A; do“ or  physical invo1vemer.L 2r.d 
z:~ivit;b-, . . :.-:! - 1 .  slopes. championship gglF cocrses 
2.72 I>!;+: c:::?r -c :b.? recre;i:iondI ac:i.-irit.s of 

. .  
:orz-: 0: ::f’1:!.+7? 

i:,:.;, ::,? 

.i?.ic.r:*c::.;. - I ~ j ! ~ ~ : . j ~ ~ : ,  The ez-ip’nasis :L; 0:: 

z -  

1:3 



skiing, golfing and fishing. While environmen- 
tally related, these also may be thought of as 
recreational. Even Las Vegas might be consid- 
ered recreational by those who like to gamble, 

Entertainment or Sensual Indulgent Torsr- 
ism. This category relates to a physical, emo- 
tional and mental relaxation of tension. Again, 
Las Vegas, could symbolize entertainment. Big 
name shows or health resorts might fall in this 
category Personal services such as maid ser- 
vice, beauty care, even the  special attention 
offered by a head waiter might cater to this 
form of motivation. Gourmet dining or other 
culinary delights would also fall i n  this cate- 
gory. hlany man-made entertainment attrac- 
tions such as Disneyland or Kew York's "Great 
\Vhite IVay" of Broadway shows or a rock 
concert could satisfy this form of motivation. 

Social Status or Ego Enhancement Tourism. 
LVhile our widespread affluencj has created 
many other motivators, social s ta tus  still ac- 
counts for a significant part  of tourism satisfac- 

. _  

tion. The need for recognition, attention, ap- 
preciation or personal development creates this 
category. The travel snob also falls into this 
category. He needs to eat in  the best restau- 
rants; he practices "one-upmanship." 

The ego enhancer's reward is less the trip 
itseIf than describing it to the folks at home. 
He seeks the out-of-the-ordinary destination or 
experience. He will most likely be a large 
purchaser of souvenirs, curios and trinkets of 
some exclusiveness so that he might give credi- 
bility to his adventures back home, 

Interpersonal Tourism. Nunierouj surveys 
have shown that one of the most common 
reasons for traveling over 100 miles is to  visit 
friends and relatives. Almost half of all total 
leisure trips have been attributed to this Tea- 
son. The significance of this fact t o  tourism 
brings home the need for a community to be 
Lvell educated in tourism and dedicated to its 
successful performance. 

Components of a Tourism Industry 
Tourism is a groJving industry which offers 

benefits which will far offset liabilities for most 
communities that  choose to  pursue i t .  You may 
have decided that your community needs tour- 
ism and ha3 the potential to develop attrac- 
tions which Lvould draw tourists. But ivhat is 
involved'? How should a community develop 
tourism? 1Vha t facilities, organizations, knowl- 
edge are necesarqr t o  make a successful indus- 

0 

0 

try, one tchich will maximize benefits and min- 
imize costs  and liabilities? 

Figure 1.5 shows the components of a tour- 
ism induj t ry  and how these relate to one an-  
other. Firs:. _vou have the C O h l h I U N T Y .  The 
community supplies: 

Support services (eating and lodging facili- 
tie;. entertainment. shops, service-related 
businesses) are instigated by businesses i n  
the community t o  serve the tourist-but 
tr-hich also serve residents 
Hospitality to visitors as the cornmunit! 
can host their guests, thus ensuring n-ord- 
of-mouth advertising and repeat visits-or 
the); can view tourists as intruders 

The cornmuniry can choose to develop the 
ATTRACTIONS and SPECIAL EVEKTS 
ivhich might attract tourists and benefit the 
cornmunit!. This sector interacts with both the 
touris t  market and the cornmunit.: 


